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Moone and Mathews Leave Snow Crop Posts 
to Form Sunkist Marketing Combination 


New York, June 13—Sunkist— 
latest entry in the frozen concen- 
trate sweepstakes (AA, June 11) 
—added a high-power marketing 
combination to its setup today. 

Heading the combination are J. 
I. (Jack) Moone and Martin 
Mathews—who resigned the top 
two posts at Snow Crop Marketérs 
division of Clinton Foods this week 
to go in with Sunkist. 

Mr. Moone and Mr. Mathews 
now head Marketers Inc., named 
today by the products department 
of the California Fruit Growers 
Exchange as exclusive distributor 
of frozen citrus juice concentrates 
under the Sunkist label to retail 
and institutional outlets. Unfrozen 
Exchange products will be mar- 
keted through already established 
channels. 


es Supporting the Sunkist venture 
in frozen concentrates will be an 
advertising and promotion appro- 
priation of more than $1,000,000 
for the year beginning July 1, to 
be handled by the Los Angeles of- 
fice of Foote, Cone & Belding. The 
ad program will be directed by 
the Exchange’s advertising de- 
partment. Marketers Inc. will do 
no advertising of its own. 

Present plans call for Sunkist 
to spend most of its initial ad 
budget in newspapers in the 40 


major market areas that currently 
account for 87% of the total fro- 
zen juice concentrate sales. Sun- 
kist’s aim, according to Mr. Moone, 
is to price its products compet- 
itively and to shoulder its way 
into the top three frozen concen- 
trate sellers by July, 1952. This 
would mean that Sunkist would 
rank with Snow Crop and Min- 
ute Maid and ahead of Birds Eye. 


s Meanwhile, Snow Crop Mar-| 


keters immediately closed ranks) 
following the departure of Mr.| 
Moone and Mr. Mathews and 


named Nathaniel B. Barclay, for- 
merly vice-president in charge of 


production, to replace Mr. Moone} 


as president. Joseph M. Waters, 
Clinton Foods vice-president 


chandising, was appointed to suc- 
ceed Mr. Mathews as vice-presi- 
dent in charge of Snow Crop sales 
and marketing. 

Marketers, with Mr. Moone as 
president, will handle Sunkist 
orange juice concentrate, lemon- 
ade concentrate, natural strength 
orange juice and other concen- 
trates as they are developed. The 
Marketers, 
St. here, will be an independent 
operation owned entirely by its 
executives and will act under a 
long-term contract with the Cali- 

(Continued on Page 60) 


Retailers Are Wary; 


Fear Price Breakdown | 


AA Seven-City Survey 
Finds Dealers Adopting 
Watch and Wait Attitude 


Cuicaco, June 13—The nation’s 
retail merchants are like a group 
of horses at the starting gate ...as 
soon as one of them breaks from 
the fair trade price barrier the 
field will follow close behind. 

So far only New York has ex- 
perienced a full-scale price war, 
but in several cities small price | 
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skirmishes have broken out, and 
when one retailer has started cut- 


ting, his example has been named 


followed by his competitors. 

To obtain a cross-section of re- 
tailers’ reaction to the Supreme 
Court’s decision, ADVERTISING AGE 
asked its correspondents in seven 
key cities—Atlanta, Detroit, Los 


Angeles, Milwaukee, Omaha, San. 


_ Last Minute News Flashes | 


‘St. Louis Post-Dispatch’ Buys ‘Star-Times’ 


Sr. Louis, June 15—The St. Louis Post-Dispatch has purchased the 


Francisco and Seattle—to report 
on price-cutting activities in their 
| respective areas. Here is what they 
found: 


|= In general, retailers have 
adopted a hush-hush attitude to- 
| ward any talk of price cutting, 
| feeling that they are sitting on a 
| powder keg and that maybe if they 
ignore it it won’t blow up. They 
are in the somewhat paradoxical 
situation of wanting to cut prices 
'on fair traded items, but fearing 
to do so because they don’t want 
| to bring on a full-scale price war, 
|in which only the larger retailers 
can hope to survive. 

In Detroit, Miller Hollingsworth 


found that two large retailers are | 
36 | wielding the big stick against 
e| price-cutting. 


J. L. Hudson, the city’s largest 
department store, and Cunning- 
ham Drug Stores, Detroit's largest 


a4| drug chain, have both refused to 


start a price war, and have warned 
= their competitors that “if you start 
anything we'll finish it.” 
Only Lippman’s, a_ relatively 
|large sporting goods outlet, 
moved to cut prices in Detroit, and 
F (Continued on Page 42) 


in| 
charge of advertising and mer- | 


REDHEADS—Owens-C orning Fiberglas 
Corp.'s series of bleed pages in The 
Saturday Evening Post (this one runs June 
| 23) all include large illustrations fectur- 
ing members of a red-headed family. 
Fuller & Smith & Ross is the agency. 


Petry Attacks 
Radio Networks 
for Rate Cuts 


located at 4 W. 58th! 


New York, June 14—Signs of 


an intra-radio battle were devel-| 


oping this week as Edward Petry 
| & Co., radio-TV station representa- 
tive, launched a business paper 
campaign criticizing the networks 
for exhibiting “careless thinking” 
and “panic.” 
| The opening blast dealt with 
the “indiscriminate slashing of 
rates... [which] can lead only to 
gross inequities to stations, to cer- 
tain weakening of the networks 
| themselves and to a lessening of 
{actual network advertising val- 
|} ues.” Copy is appearing in four 
| advertising and radio papers. 
While from the advertiser’s 
point of view the rate cuts apply 
only between 1 and 11 p.m., EDT, 
networks have reduced the in- 
dividual stations’ rate “for every 
(Continued on Page 8) 


AFA Condemns Plan 
for Advertising Tax 


BBDO's Caples Tells 


How to Make Ads Sell 


Detroit, June 12—Summing up 
| 25 years of experience in testing 
copy, John Caples, vice-president 
of Batten, Barton, Durstine & Os- 
|born, told a group of Michigan 
| agency representatives his formula 
for making advertisements pro- 
| duce more sales. 
Speaking before the annual 
|spring meeting of the Michigan 
Council of the American Assn. of 
| Advertising Agencies, Mr. Caples 
| outlined his theory as follows: 
“Select the right audience; make 
your ads easy to understand; don’t 
claim more than yeu can get be- 
| lieved; make your ads specific; tell 
your prospect that he will get some 
free, valuable information by sim- 
ply reading the ad; give your pros- 
pect a complete sales talk, and ap- 
' peal to the reader’s self-interest.” 


e “Experience has shown that it 
is not safe to try to guess which of 
several copy appeals will produce 
the most sales,” Mr. Caples said. 
He pointed out that “differences 
in sales of 100% to 200% are fre- | 
|quent when advertisements are 
sales tested scientifically.” 

The BBDO copy testing head al- | 
so said “readership ratings on ads | 
are not safe guides to sales ef- 
fectiveness,” and cited an ad which | 
scored high in sales and low on 
readership as well as one which 
was high in the latter but very! 
low on sales. 

The Michigan Four A’s group 
also heard Walter K. Nield, vice- 
president and art director of Young | 
& Rubicam, who discussed the 
coming of age of art directing. He 
pointed to the intelligent use of | 

(Continued on Page 8) 


St. Louis Star-Times, which suspends publication today. All production | 
and delivery equipment are being taken over by the Post-Dispatch, 
along with Star-Times subscription lists and features, although the | 
Post-Dispatch name will not be changed. Station KMOX and affiliated 

operations are not involved in the purchase. The Post-Dispatch eve- | 
ning circulation is 290,052 and the Star-Times evening circulation was 

179,803. Although the Post-Dispatch probably will have a net circula- 

tion gain of about 75,000, no rate change is contemplated for at least 

two months. The purchase price was not disclosed. 


Sponsors Clamoring for CBS’ First Color Telecast 


New York, June 15—The first 


commercial! color telecast set for 


June 25, from 4:30 to 5:30 p.m., EDT, over CBS, may set some kind | 
of a record for multiple sponsorship. Definitely scheduled for in- 


clusion are P&G’s Ivory and Duz, 


and Standard Brands’ Tender Leaf 


tea and Chase & Sanborn’s instant coffee (Compton Advertising) 


during Garry Moore’s portion of 
featured, with several of his many 


the show. Arthur Godfrey will be 
backers sure to be included. Other | 


stars will be Faye Emerson (Pepsi-Cola Co.) and Ed Sullivan (Lin-| 


coln-Mercury). 


A seven-day week colorcasting schedule will start 


July 2, but CBS would not say what companies have been sold on 


regular sponsorship. 


Coy Approved for New 7-Year FCC Term 


WasHIncTon, June 15—-The Senate today unanimously approved a 


Communications Commission. 


has|new seven-year term for Wayne Coy as chairman of the Federal 


, (Additional News Flashes on Page 61) ' 


Gale Urges Local Level 
Work, Sawyer Worldwide 
Work, at Annual Meeting 


St. Louris, June 13—The Adver- 
tising Federation of America, 
holding its 47th annual convention 
here this week, adopted a resolu- 
tion vigorously condemning the 
idea of an advertising tax, urged 
its members to be constantly on 
the alert in connection with laws 
designed to tax or hamper adver- 


For other news and pictures of 
the AFA convention in St. Louis 
see Pages 2, 18, 19, 24, 38, 46, 47, 57 
and 59. 


tising, and urged Congress to pro- 
ceed cautiously with postal rate 
hikes “so that any raises may be 
most equitably distributed.” 

On the advertising tax the asso- 
ciation said: 

“Whereas, the staff of the Joint 
Congressional Committee on the 
Economic Report has suggested to 
that committee a tax on all adver- 
tising amounting to as much as 
20% or 25%; and 

“Whereas, such a tax would 
ignore completely the importance 
of advertising to a sound economy 
even in a mobilization period, and 
would be economically unwise and 
sharply disturbing to our distribu- 


| tion system; 


| @ “Be it resolved that we urge alli 


advertising groups, marketing peo- 
ple and the buying public to be 
alert and ready to act vigorously 
if this proposal is presented to 
Congress for approval.” 

The association also adopted a 
resolution of sympathy in connec- 
tion with the recent death of 
Robert S. Peare, former director 
of public relations for General 
Electric Co., who was a board 
member of the AFA for 10 years 
and its treasurer for eight years. 

Formal sessions started Monday 
morning with a showing of the 


| vocational guidance film devel- 


oped by the Women’s Advertising 
Club of Chicago, “Do You Belong 
in Advertising?” (AA, June 11). 
Speakers at the opening session 
included Arthur C. Fatt, Grey Ad- 
vertising Agency, New York; Sam- 
uel C. Gale, vice-president, Gener- 
al Mills Inc.; and Brig. Gen. Frank 
Howley, former American com- 


|}mandant in Berlin, and now an 
|}executive of Aitkin-Kynett Co., 


Philadelphia agency. Mr. Fatt’s 
talk is reported in detail on Page 
24. 


es Mr. Gale, immediate past chair- 
man of the Advertising Council, 
reviewed the activities and the 
operations of the council, and 
made a strong plea for more co- 
operation with council activities 
at the local level. Much can be 


| done and has been done nationally, 


he pointed out, but local activities 
have not yet been developed to the 
most effective point, and advertis- 
ing clubs can do a tremendous job 


(Continued on Page 58) 
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Color TV Permits 
Not Needed, FCC 
Reminds Stations 


WASHINGTON, June 12—The Fed- 
eral Communications Commission 
reminded telecasters today that no 
special application is necessary to 
broadcast programs in color on the 
field sequential (CBS) color sys- 
tem 

Once the Supreme Court’s de- 
cision for color is final, on June 
23, FCC said, all licensed stations 
are free to use color, at any hour 
day or night, sponsored or unspon- 
sored 

FCC said experimental licenses 
will be issued for research toward 
development of other systems. 
Currentiy, RCA has a permit for 
experimental broadcasts over 
Channel 4 in New York. A sim- 
ilar experimental permit, which 
RCA held for Channel 4 here, 
expired June 1 


e Adoption of the field sequential 


system does not close the door to 
further experiments with other 
systems, FCC insisted. “In a field 
as relatively new as radio in gen- 
eral and television in particular, 
there is always room for genuine 
programs of experimentation,” it 
declared. 

In adopting a system now, FCC 
said, it had been aware of the fact 
that “one of the easiest methods of 
defeating an incompatible system 
is to keep devising new compatible 
systems in hope that each new one 
will mean a lengthy hearing so 
that eventually the mere passage 
of time overpowers the incom- 
patible system by sheer weight of 
receivers in the hands of the pub- 
lic.” 

FCC said that, “after careful 
study,” it came to the conclusion 
that only one color system, the 
field sequential system, met all 
the criteria for a satisfactory color 
system. “In order to provide for 
experimentation, while at the same 
time making it possible for color 
broadcasting by the field sequen- 
tial system to develop and grow, 


the commission has set forth a} 
specific, detailed schedule which) 
any new color system must meet.” 


ein addition to meeting rigid 
performance standards, proposed 
systems would have to operate 
with receivers “cheap enough in 
price t» be available to the great 
mass of the American purchasing 
public,” and with transmitting 
equipment “technically within the 
competence of the type of trained 
personnel hired by a station owner 
who does not have an extensive 
research or engineering staff at his 
disposal.” 

While CBS color will be usable 
at all hours, sponsored or unspon- 
sored, experimental broadcasts 
with other systems must be un- 
sponsored and must take place 
outside regular broadcast hours. 
During experimental color broad- | 
casts, special experimental call 
letters must be used to identify the | 
station. | 

FCC said: “It should be empha- | 
sized that the purpose of the ex- | 
perimental authorizations is to 
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And this is lowa... where everyone who is 
anyone reads the Des Moines Sunday Register! 


There's nothing else quite like it on ovr planet... where one 


paper is read so widely throughout an entire state! 


The Des Moines Sunday Register is as welcome as Sunday 


for three-quarters of all lowa’s families—border to border. 


It's all-county strong, with coverage in 86 out of the 99 


counties ranging from 50% to saturation. In none of the 


few others is coverage less than 25%. 


And, Mister, look at the market! It's the most famous for 


farming, the richest by far. Now, add its urban earnings 


(Boston or San Francisco doesn’t spend as big)—and you 


know why in 1950 the Des Moines Sunday Register was 7th 


among a// Sunday newspapers in general advertising linage. 


Milline rate, $1.76. 


PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION March 31, 1951: 
Daily, 374,303—Sunday, 540,836 


THE DES MOINES REGISTER ann TRIBUNE 


Represented by: 


Gardner Cowles, President 


Osborn, Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—tos Angeles, San Francisco 


| Advertising Co. 


PRETTY ESSAYIST—Geraldine Lamm, a 
student at Methodist Orphanage High 
School, Raleigh, N. C., accepts her of- 
ficial award as winner of the Advertising 
Federation of America essay contest from 
J. F. Oberwinder, president of D’Arcy 


Elon G. Borton, AFA 
looks on. (St. Louis Globe- 
Democrat Photo.) 


president, 


| further a genuine program of ex- 
| perimentation.” 


As to the chances that other sys- 
tems will be adopted in the near 


| future, FCC said: “The ordering of 


a hearing would not have the ef- 


| fect of canceling the commission’s 
order establishing color standards. 


The field sequential system is the 
approved method of broadcasting 
in color and will continue to be 
so unless it is changed by a spe- 
cific order of the commission.” 


Lever Names Bondy, Ludiam 
Anton W. Bondy, formerly with 
Kenyon & Eckhardt, has joined 
the advertising department of 
Lever Bros. Co., New York, as as- 


| sistant media director. H. A. Lud-| 


lam, formerly sales manager of | 
the New York division of Lever | 
Bros., has been promoted to assist- | 
ant field sales manager. He is re-| 
placed in New York by T. W. 
Pierce, formerly Atlanta division- 
al sales manager. 


Henry Ginsberg Joins NBC 
Henry Ginsberg, formerly vice- 
president in charge of studio pro- 
duction and operations for Para- 
mount Pictures Corp., has been 
named a general consultant to Na- 
tional Broadcasting Co., New York. 


481,155 TV Sets in Detroit 
Distribution of 2,298 television 
sets during the month ending May 
15 brings the number of receivers 
in the Detroit area to 481,155, ac- 
cording to Station WXYZ-TV. 
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Geraldine Lamm 
Makes Big Hit as 
AFA Essay Winner 


Sr. Louis, June 11—High drama 
marked the presentation before 
the Advertising Federation of 
America opening luncheon here 
yesterday as the national winner 


AFA Convention 


of the AFA high school essay con- 
test was introduced. 

The winner was Geraldine 
Lamm, a third-year student at the 
Methodist Orphanage High 
School, Raleigh, N. C., where she 
has lived since she was eight. One 
of nine children whose father died 
ten years ago, she and two other 
children were sent to the orphan- 
age from their home in Wilson, 
N. C., because their mother could 
not support all of them. 

The pretty 18-year-old’s read- 
ing of her prize-winning essay in- 
duced a spontaneous pass-the- 
plate movement among those at- 
tending the luncheon, so that her 

| $500 prize and expense-paid trip 
| to the convention was augmented 
| by a purse of $550 collected on the 
spur of the moment. The official 
presentation was made by J. P. 
| Oberwinder, president of D’Arcy 
| Advertising Co., St. Louis. 


|@ Young Geraldine was driven to 
| the convention—her first trip out 
lof her native state—by R. W. 
| Youngsteadt, president of the Ral- 
leigh Advertising Club, and Mrs. 
Youngsteadt. Mrs. Youngsteadt is 
secretary of the orphanage, and 
was responsible for young Geral- 
dine entering the competition. 

The essay contest was the most 
successful thus far staged by the 
AFA, with more than 50,000 essays 
being submitted under local club 
sponsorship on “What Advertis- 
ing Means to Me.” 


A. W. Evans Agency Formed 


Alex W. Evans, formerly vice- 
president and manager of the Los 
Angeles office of Brisacher, 
Wheeler & Staff, has formed A. W. 
Evans Co., with offices at 943 N. 
LaCienega Blvd., Los Angeles. 


Wood Joins Doyle Dane 

Howard Wood Jr. has joined 
Doyle Dane Bernbach Inc., New 
York, as a member of the art staff 
and advertising art buyer. 


Why Shouldn't We Preen Our Feathers? 


Take Another Look 
at Greater Miami: 


@ A Population of 729,900- 


© An Effective Buying Income 
of $954,638,000~ 

@ A Record of Retail Sales and Services 
Totaling $963,437,000* 


And, Look at WIOD! 


Our primary market extends thru 
seventeen -- not just 4 -- 14-Karat 
South Florida counties. And...just for 
the record... BMB Report No. 2 shows 
WIOD's listening audience today is 
the biggest in its history! 

Our Rep, The Bolling Company, will 
be glad to tell you how we can increase 
your sales, too. Just give em a ring! 


*SM figures for the 
4-County Greater Miami 
Trading Area. 


JAMES M. LeGATE, General Manager 


5,000 WATTS - 610 KC - NBC 
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incidentally, than any other typeof magazine 


7 


As an advertising 
medium with audited 
monthly circulations 
that sound like the 
national debt . . . 
available at 
cafeteria prices... 
dollar-for-dollar, 
Comics Magazines 
are the most 
efficient advertising 
vehicle for moving 
merchandise in the 


mass market. 


ational 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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HIGHEST CAR DEALER 
CIRCULATION EVER! 


Automotive News reaches the Decision 

Men of the automotive industry 

like no other single medium does. These are 

the management, engineering, sales and merchandising 
executives in the plants turning out cars and trucks. 
They're also in the plants of suppliers of parts, accessories, 
and equipment. They pay $8 a year (highest in the 
industry) and renew at the rate of 84.2% (also tops!) 
because they answer ‘‘nowhere" to the question 
“Where else can you get automotive news 

but in Automotive News.” 


It's the same with top-bracket men in the car dealerships. 
Automotive News is now reaching 28,536 car 
dealers—all paid. They read it thoroughly and then 
pass it around. 


Automotive News, the weekly newspaper of the 
industry, gets read by top management every Monday 
morning—that's why it belongs on your schedule. 


THE WEEKLY NEWSPAPER OF AMERICA’S NO. 1 INDUSTRY 


PENOBSCOT 


BUILDING ° 


DETROIT 26, MICHIGAN 
REPRESENTATIVES 


New York — Edward Kruspak, Advertising Manager, 51 E. 42nd St.. Murray Hill 7-687! 
Chicago — J. Goldstein, Western Manager, 360 N. Michigon Ave., State 2-6273 
Les Angeles —R. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 


Detroit — Dick Webber, 2666 Penobscot Bidg., Woodward 3-0495 


vertisement in a newspaper or 
magazine is the most desirable and 
practical way to combine the legal 
aspects of trademarks with sound 
advertising technique, Abraham S. 
Greenberg, trademark attorney of 
Radio Corp. of America, told the 
73rd annual meeting of the United 
States Trade Mark Assn. here to- 
day. 

Mr. Greenberg emphasized the 
necessity of protecting trademarks 
constantly both in domestic and 
foreign markets. A_ trademark 
must not be permitted, he said, 
to lose its significance as an indi- 
cation of origin. 

Maintaining adequate trademark 
records, he said, is vital. To that) 
end he urged his listeners to “col- 
lect advertisements arranged by! 
year and trademark; collect illus- 

| trative foreign advertisements by | 
country and trademark; and dram- 
|}atize your trademarks in house! 
organs, stockholders’ reports and! 
other company-controlled media.” 


Advertising Age, June 18, 1951 


Repeat Use of Trademarks in Ads, 
Attorney Advises Trade Mark Assn. 


New York, June 13—Formal ad-| 


through extensive advertising, 
other soap manufacturers such as 
Camay, Woodbury and Palmolive 
are likewise stimulated to increase 
their sales through extensive ad- 
vertising. The same is true with 
respect to many other trademarked 
articles. Competition of that kind 
illustrates the working of the 
American system of free competi- 
tive enterprise at its best.” 

Judge Jackson characterized 
compulsory grade labeling as an 
instance of the collectivist concept 
of government, and said that if 
grade labeling was calculated to 
promote sales in a competitive 
market, sellers would long ago 
have adopted it. 

“Any attack on our trademark 


| system,” he declared, “is an attack 


on the institution of private prop- 
erty itself.” 


e Sigmund Timberg, chief, judg- 
ment and judgment enforcing sec- 
tion, anti-trust division, Depart- 
ment of Justice, pointed out that 


| “if a patent is employed to violate 


@ James Harley Nash, industrial 
designer, declared that during the 
| past 20 years the trademark busi- | 
ness has been swept forward by} 
the force of a revolution in eae 
chandising. This has given rise to 
new concepts of the importance of | 
trademarks in merchandising and 
advertising, he said. 

The four major factors that have 
brought about this situation, Mr. 
Nash said, are “the great increase 
in the number and variety of) 
products that are packaged; the | 
swift trend toward self-service} 
stores for consumer goods; modern | 
merchandising methods which re- 
quire a connecting link between 
packages on the shelf and adver- 
tising and other sales promotion;! 
and the recognition that in a busi-| 
ness which depends on volume} 
sales, the trademark is so vitally | 
important that it soon becomes one | 
of the most valuable financial 
assets of a company. 

“In planning sales campaigns,” 
Mr. Nash pointed out, “much 
thought is given to point of sale | 
material. What better point of sale} 
material could there be than the| 
package itself? What better con- 
necting link than a trademark that | 
has been used in the advertising, 
in all the saies promotion, and that 
| is instantly recognized by the cus- 
tomer when she enters a store 
j}and sees the trademark right on 
the package itself? 


es “Did it ever occur to you,” Mr. 
Nash asked, “that a good trade- 
mark, that is, an efficient trade- 
mark, must be one that can be 
easily and clearly described on the 
radio? Notice the trademarks used 
on television,” he suggested. “How 
; many are so distinguishable that | 
| they readily identify the product} 
or the company that makes the 
product?” 

There is an astonishingly small | 
percentage of companies in this| 
country, Mr. Nash said, that have 
effective, up-to-date, working 
trademarks. He suggested that the 
problem is the fault of top man- 
agement. 

“They iack the courage,” he said, 
“to adopt a bold distinctive trade- | 
mark, to stick to it and promote 
it to the hilt. They lack the cour- 
age to change outmoded trade-| 
marks either by moderrizing them 
or discarding them altogether for 
a new hard working trademark.” 


a Joseph R. Jackson, associate 
judge, U. S. court of customs and 
patent appeals, stressed the point) 
that the use of trademarks legiti- 
mately employed provokes com- 
petition and does not destroy it. 
“If the sale of Ivory soap, for 
example,” he said, “is promoted 


the anti-trust laws, it is a small 
matter whether you call it a pro- 
perty right or a privilege. The vio- 
lation is the critical factor, and the 
patentee runs the risk of losing the 
right to the patent’s exclusive use, 
if not losing its benefits altogether. 
Similar consequences would result 
if a trademark or copyright were 
to figure as part of an anti-trust 
restraint.” 

The convention reelected Ken- 
neth Perry, vice-president and 
general counsel, Johnson & John- 
son, New Brunswick, N. J., as 
chairman of the board and presi- 
dent for 1951. 

Reelected vice-chairmen in- 
clude: George S. McMillan, vice- 
president, Bristol-Myers Co.; 
James M. Best, general counsel, 
Quaker Oats Co.; and Victor D. 
Broman, Union Carbide & Carbon 
Corp. 

Two new offices of vice-chair- 
men were created for Frederick 
Moeller, export sales manager, 
Lehn & Fink Products Corp., and 
Donald Brooks, general patent at- 
torney, Texas Co. 

Richard S. Hayes, advertising 
manager, Okonite Co., was re- 
elected treasurer, and Henry B. 
King was reelected executive vice- 
president and secretary. 


Mail Advertisers Meet Set: 
Milwaukee Group Elects Page 


Survival of lettershops in a de- 
fense economy and effects of re- 
strictions of civilian activities will 
be discussed at the annual conven- 
tion of the Mail Advertising Serv- 
ice Assn. at the Schroeder Hotel, 
Milwaukee, Oct. 13-16. 

William Page of Schellin Inc. 
has been elected president of the 
Milwaukee chapter of the associ- 
ation. Other officers elected are: 
Louis Sand, Aero Mail-Vertisers, 
vice-president, and Mabel Bee- 
croft, Accurate Office Service, 
secretary -treasurer. 


Dorland Names Harold Kaye, 
Adds 4 to Radio-TV Statt 


Harold Kaye, formerly head of 
the Mail Order Network, has been 
appointed head of the radio-tele- 
vision department of Dorland Inc., 
New York agency. 

Mr. Kaye's staff at Dorland will 
include Alfred Goldman, copy 
chief; Lucille Dreher, time buyer; 
Alex Courtney, director, and Wil- 
liam Demarest, assistant director, 
all of whom were previously as- 
sociated with Mr. Kaye and came 
to the agency with him. 


A. L. Nickerson Elected V. P. 


A. L. Nickerson, director of 
domestic marketing of Socony- 
Vacuum Oil Co., New York, has 
been elected vice-president of the 
marketing division of the Ameri- 
can Management Assn. 
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largest 


audiences 
long fo. 


WIAM 


50.000 watts 
1100 kilocyeles 


Cleveland’s only Clear Channel station 


New Hooper Area Report proves that from Noon to Midnight: 


Northeastern Chios 


In a dramatic new development in radio research, 
Northeastern Ohio radi¢ listening has been completely 
measured for the. first time. The survey includes listening 
in cities, towns, farms... all listening in a thirteen 
county area embracing such major cities as Cleveland, 
Akron and Canton. The “Northeastern Ohio Area 
Hooperatings,” just released by C. E. Hooper, Ine., 
become the new standard for radio buying 


in Northeastern Ohio. 

Among the many provocative facts revealed 
by the survey are these: 

From noon to midnight (peak listening time) 


WTAM consistently delivers the largest audience 


During these choice listening hours, WTAM leads in 
more periods than any other station in the area. 
(WTAM leads in 120 periods; Station B in 109; 


Station C in 7: Station D in 3) 


Radio announcements on WTAM are the lowest 


cost-per-thousand buys in Cleveland 


For the buyer who carefully assays every possibility 


hefore making an advertising investment, the “Northeastern 


Ohio Area Hooperatings” will be an invaluable source 
of information. For the advertiser who seeks maximum 
audiences at the lowest cost-per-thousand, WTAM offers 


the best advertising medium in Northeastern Ohio. 


www» NBG SPOT SALES 


NEW YORK CHICAGO 


CLEVELAND SAN FRANCISCO HOLLYWOOD 
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Portland Printers Elect 

George G. Mackie, manager of 
Grigsby Bros., Portland, Ore., 
paper box manufacturer, has been 
elected president of the Portland 
Club of Printing House Craftsmen. 
Others elected are: Floyd L. 
Parks, Kilham Stationery & Print- 
ing Co. vice-president, and J. 
Henry Willis, Western Newspaper 
Union, secretary-treasurer. 


Freedom Crusade to Harshe 

Wm. R. Harshe Associates, Chi- 
cago, has been appointed Illinois- 
Indiana representative of the 
Crusade for Freedom. The com- 
pany will conduct public rela- 
tions and fund raising activities 
in northern Ulinois and all of 
Indiana 


Photograph 2 
saitnments covered trom coast te coast 0" 
ing. editorial and research purposes. 


Write for booklet 
Sickies senvick 
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New Chicago Company To Sell Ad Space on 
Reverse Side of Chicago Vehicle Transfers 


Cuicaco, June 15—With an av- 
erage daily circulation of more 
than a million, transfers issued on 
all surface vehicles of the Chicago 
Transit Authority will soon be 
carrying ads on the reverse side 
placed through Chicago Transfer- 
ads, a newly organized company. 

Plans for utilizing the blank 
space on the back of vehicle trans- 
fers—never before tried in Chi- 
cago—have been under considera- 
tion by CTA officials for several 
months. A contract signed last 
week between CTA and Chicago 
Transferads calls for opening of 
the new medium Oct. 17. 


e Transfer advertising, according 
to CTA officials, will meet an av- 
erage weekday circulation of 1,- 
200,000 and 950,000 on Saturdays. 
(For the time being, no Sunday 
advertising will be sold.) These 
figures account for the number of 


transfers used by CTA passengers 
—many more are issued. 

Results of a recent CTA survey 
show that the average rider taking 
a transfer rides for 22 minutes. In 
a large percentage of cases, he is 
off on a shopping trip or at least 
heading for buying centers. 

Current plans specify one day 
per week schedules for each ad- 
vertiser, in cycles of 13, 26, 39 or 
52 weeks. However, Transferads 
is making provision for advertisers 
who want to test the new medium 
on a more limited basis. Political 
or liquor ads, other than beer or 
wine, will not be accepted. 


READY TO SIGN—Ralph Budd (center), chairman of the Chicago Transit Authority, 


@ To encourage transfer holders to| 
look at the back of their tickets, | 
a “smile a day” in the form of a! 
joke (fresh daily) will appear! a day—on the back of your CTA 
next to the advertising copy. Car | transfer.” This introductory phase 
cards in CTA vehicles will invite’| in the launching of transfer ad- 
passengers to “Look for a smile| vertising will begin in September, 


ee 


JA-million circulation mas: 
Better Homes & Gardens one of the 3 BIGGEST man- 
woman magazines — but BH&G goes on from there 


to build you still BIGGER markets! 


Maybe sheer bigness is not enough for you. 


Maybe you're equally interested in what percentage of 


any circulation is prime prospect material for vour 


product or service. 


So listen to this: Practically all of BH&G’s 3!2-million 
selected families are “naturals” for things to make life 
fuller, families happier, busy days easier! 


How else would vou account for 3'2-million families 


poring over a magazine which contains nothing but 
news and counsel on what's new, what's better, what's 
for them, in every phase of living? 


It’s this SERVICE that screens multimillions for what 
it takes (in income and interest both) to buy more of 


what vou sell, 


It’s this SERVICE that primes multimillions to shop 
the ads in BH&G for needs of today and plans for 
tomorrow. : 

It’s what makes BH&G bigger than big. It’s mass and 
selectivity in one priceless package. It’s what bats 
back bigger dividends for every dollar you pitch— 
whether vou pitch for bigger sales today, or all the 
tomorrows! 


; AtAaNaA NN 
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Serving a SCREENED MARKET of 3'2-Million Better Families 


MEREDITH PUBLISHING COMPANY 
Des Moines, lowo 


seems happy about the contract he’s about to sign with Chicago Transferads to 
sell advertising space on the reverse side of CTA transfers. Waiting for the ink to 
dry are Joseph J. Finn (left) and Charles A. Reincke, Transferads principals. 


before the ads start, to get pas- 
sengers into the habit of looking 
at the back of their transfers. 

An additional possibility offered 
by transfer advertising is the fact 
that passengers need not surrender 
them. The CTA prints roughly 
4,500,000 transfers daily in its 
own printing plant but usually 
only distributes about half that 
number now. Special offers based 
on coupon redemptions could be 
made via transfer advertising, 
with less expense for the adver- 
tiser. 


@ Chicago Transferads’ first rate 
card lists daily rates of $900 for a 
one-time insertion, $700 for six 
times, $600 for 13, $575 for 26, 
$550 for 39, and $525 for 52 times. 
Saturday rates are considerably 
lower. The CTA stands to gain 
from the operation on a commis- 
sion basis—55% of gross revenues 
from advertising placed with agen- 
cy commissions and 624% of that 
placed direct. 

Transferads has found that the 
idea of carrying ads on the back 
of vehicle transfers cannot be 
patented, but copyrights will be 
obtained for each of the daily 
quips. If the Chicago operation is 
successful, the company hopes to 
branch out in other cities. 

Officers of the new company 
with a new medium are Joseph J. 
Finn and Charles A. Reincke, both 
vice-presidents with Reincke, 
Meyer & Finn, Chicago agency. 
The new venture will be operated 
independently of the agency, how- 
ever, with offices at 520 N. Michi- 
gan Ave., Chicago 11. 


General Electric Promotes 4 


General Electric Co. has pro- 
moted the following men to its 
new traffic appliance department: 
C. R. Thorson, formerly sales 
manager of the clock division, to 
manager of special accounts; R. 
C. Walton, formerly with the ap- 
pliance and merchandise depart- 
ment, now dissolved, to manager 
of marketing services; D. L. 
McFarland, design supervisor in 
the appearance design division, to 
manager of product planning, and 
J. D. Phillips, manager of traffic 
appliance service in the appliance 
and merchandise department, to 
product service manager. 


Manufacturers Elect Crombie 


The Canadian Manufacturers’ 
Assn. has elected Hugh Crombie, 
vice-president and treasurer of 
Dominion Engineering Works, 
Montreal, as president for the 
1951-52 term. 


Continental Names Whittall 

Frank A. Whittall, vice-presi- 
dent in charge of sales of Conti- 
nental Can Co. of Canada, St. 
Laurent, Que., has been appointed 
executive vice-president of the 
company. 


Western Plywood Men Elect 


B. V. Hancock, executive vice- 
president of Cascades Plywood 
Corp., Portland, Ore., has been 
elected president of the Douglas 
Fir Plywood Assn. 


CN I ee dl 
ieee Pe - a Bi Be: er nah 
; 6 Advertising Age, June 18, 1951 ; 
ae <gememmenenn a ; 
‘“ fe 2 ee “4 = } 
; ; ae. | hdl | 
——— - he ee 
i oe . “oe ; kt . | 
Lae _ Ven ae 
a , | 
= i. 
ee , . 
“ —— M4 pr, 
oa —< vx >: and Gard : hy "OULE ip ool 
vf 3 > | —— “1. hs ‘tk aad Secag 
I \ . q Aes oe to Pe Re ae 
Pe SS \ 
— ; 2, <n ‘ ° 
d i 4 : —— ‘ <*> >a = e Al\ 
2 ~ Beets 
a4 i) — aw PP mga 
é oe, | aN 
4 soot ree os ’ ie xe Wy BS | a it ad St ee 
F a =. | oP “ . og a i} ~h N | ] ' ul “ 
—“C;sSSCSCSCs 
2 eC 
én ee i 
_ \¥ 
| \\Wae 
7 petty x ee 
| ee 
Bea! ae ee 4 q ; ni on ee ee es ee Pee tl i ear ee oe ae ae ; ; Se — eee, ee ee: 


ae ri ee ee 


Portrait 


of An 
Ad 


Completely without worries? Fantastic 
we know. 


But there is a way an advertising man- 

ager can get big help on one of the most 
important phases of his job . . . the build- 
ing of effective advertising at the point- 
of-sale. 
Let’s face it. This vital link in the market- 
ing program often gets the short end of 
everyone's time . . . at the agency, in the 
advertising and sales departments. Too 
often it’s a last minute thought. 


* Cardboard Displays * Cloth and Kanvet Banners and Pennants 
* Animated Displays * Mystik Self-Stik Displays 
¢ Econo Truck Signs « Mystik Con and Bottle Holders 
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So, why not call CHICAGO SHOW, 
and then put your feet on the desk. This 
nation-wide organization is staffed and 
equipped to bring expert planning to your 
point-of-sale program. We can follow 
through on the whole job . . . creative 
ideas, art, production, distribution . . . 
and we know how to make it work! 


Let us talk to you about your fall 
campaign plans now. Chicago Show Print- 
ing Co., 2640 N. Kildare, Chicago; 400 
Madison Ave., New York; Offices in 
principal cities. 


Sean Sm Hldwertising 


* Booklets and Folders 
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need 


BBDO’s Caples Tells 
Michigan Four A’s 
How to Make Ads Sell 


(Continued from Page 1) 
research as a new and effective 
tool of the modern art director, 
enabling him to keep abreast of 
copywriting skills 


@ Speaking of the advertising art 
director's role in television, Mr. 
Nield declared that “good selling 
ideas are suffering from poor ex- 
ecution” and that “merchandise is 
being presented unattractively.” It 
is up to the art directors, he feels, 
to help improve television's visual 
commercial presentations. 


When you Remember 


WM. F. RUPERT 
Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 yeors 
90 Fifth Ave., New York 11 
OR 5-3523 


Dr. Ernest Dichter, psychological | 
research consultant, spoke on case 
histories in the study of motivation 
(AA, June 11). 


Frances Langford and Ameche 
Join Daytime ABC-TV List 


American Broadcasting Co., New 
York, will get into the big name 
daytime video swim this fall with 
a new series starring Frances 
Langford and Don Ameche. To 
start Sept. 10, the 60-minute pro- 
gram will be televised weekdays 
at 12 noon eastern time. 

This package is available to ad- 
vertisers in 15-minute segments. 
Program costs on a 15-minute per- 
iod will be $2,500 with discounts 
for multiple purchases by a sin- 
gle company. Co-sponsors will ro- 
tate on an escalator basis. The 
telecast will be the first produced 
in Times Hall, a theater recently 
leased by ABC 


Oakner Joins Chemical Corp. 


Mervyn G. Oakner, Denver ra- 
dio man, has been named advertis- 
ing manager of Chemical Corp. of 
Colorado 


Advertising Age, June 18, 1951 


Benton & Bowles Resigns Old Stagg Account Petry Attacks 


New York, June 14—With the 
resignation of its Schenley Dis- 
tributors account, Old Stagg bour- 
bon whisky, Benton & Bowles step- 
ped out of the Schenley stable. 

This week, the agency an- 
nounced its resignation of the 
bourbon which, in AA’s annual 
report on liquor sales (AA, May 
14), was listed as the top seller 
in its field. Old Stagg reportedly 
billed at the rate of $750,000 last 
year. 

The mutual parting of the ways 
between B&B and Schenley stem- 
med from a basic policy difference 
on which neither would comment. 
Schenley, in fact, would not say 
who is competing for Old Stagg, 
who would get the brand, nor when 
it would be assigned. 


es Up until a couple of years ago, 
B&B handled the Three Feathers 
account for Schenley, now as- 
signed to William H. Weintraub 
& Co., which has a number of 


Schenley products. With Old Stagg 
loose, B&B retains only one alco- 
holic beverage account, Brewing 


tures Carling’s Red Cap ale. 

The other Schenley products 
which sold more than Old Stagg, 
according to AA's report, were 
Cream of Kentucky (ranked ninth) 
and Schenley Reserve (ranked 
third). Federal Advertising Agen- 
cy has Cream of Kentucky. Schen- 
ley Reserve is serviced by Biow 
Co. 


Aunt Jane’s Names Squiers 

Aunt Jane’s Foods, Detroit, has 
appointed John C. Squiers general 
sales manager and merchandising 
chief of northern Ohio and Michi- 
gan. 


WFAA Promotes Alex Keese 

Alex Keese, regional sales man- 
ager of Stations WFAA-AM&TV, 
Dallas, has been promoted to as- 
sistant manager of radio opera- 
tions. 


Working with the U.S. Air Force. 
developed this 


“flying boom™ 


Boeing 


which feeds gaso- 


line from tanker plane to bomber. It spreads the 


range of bombers — through fast. safe refueling 


beyond reach of interceptors. 


nation’s striking power.. 


Boeing boom-refueling greatly extends this 


.a step bulwarked by 


the Boeing B-50 Superfortresses, B-47 Stratojets 


and 


C-97 Stratofreighters now 


off production lines. 


our 


moving steadily 


Advertising for Boeing Airplane Company, 


client, 


American people. 


Philadelphia 
Detroit 
Hollywood 


New York 


Boston 


reports these developments to the 


Chicage 


San Francises 


Honolulu 


Radio Networks 


Corp. of America, which manufac- | 


for Rate Cuts 


(Continued from Page 1) 
network program including those 
broadcast before 1 p.m.,” Petry 
stated. 


@ The next ad in the series will 
charge the networks with “jeop- 
ardizing the stations’ national spot 
revenue by selling a sort of coun- 
terfeit spot radio over their chain 
facilities. 

“The advertiser pays full rate 
for this but, as we shall see, he 
gets a bogus product in return. The 
station, meanwhile, gets only half 
the normal return from national 
spot. It is this fact which consti- 
tutes the threat to station revenue, 
with its resulting unfortunate con- 
sequences for station and adver- 
tiser alike.” 

Petry, which represents some of 
radio’s choicest stations, points out 
that a station gets paid about 36¢ 
on a dollar from a commercial 
network program, while a station 
receives about 72¢ on each dollar 
of national spot business. 

“Call it a pyramid plan. Call it 
a tandem plan. Call it what you 
will. It still boils down to a scheme 
for selling national spot announce- 
ments. These have traditionally 
been left to individual stations as 
a primary source of revenue,” 
Petry continued. 


e “Some of the network raids on 
this essential station business don't 
even bother to hocus-pocus the 
operation with a fancy name. They 
just sell minute announcements on 
the network. Period... 

“Even if an advertiser could af- 
ford to substitute the watered 
down network product for genuine 
spot radio, he should, we feel, re- 
member that when a network 
weakens a station—by siphoning 
off station revenue or by shaving 
the quality of network service— 
the network weakens itself in turn. 

“Radio on any level is made up 
of individual, independently owned 
radio stations. No network can 
ignore this fact. No network can 
chew off its own limbs and still 
survive.” 

Another future ad will empha- 
size the need for integrity in the 
radio industry. Recalling the suc- 
cessful stand made by stations 
against rate cutting, under-the- 
counter deals, etc., when they were 
rampant in the early 1930s, Petry 
will call on the networks to join 
local broadcasters in taking simi- 
lar action today to protect radio’s 
future. 


Kayser Appoints Sharp 

Julius Kayser & Co., New York, 
has appointed E. Clifford Sharp 
as hosiery and underwear repre- 
sentative in major cities in New 
England. Mr. Sharp was formerly 
New England regional sales man- 
ager of Textron. 


Wolfer-Douglass Moves 

Wolfer-Douglass-Benington, Los 
Angeles agency, has moved to 345 
W. Main St., Alhambra, Cal. 
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PAINSTAKING CRAFTSMANSHIP 
FIDELITY OF REPRODUCTION 


PERSONALIZED SERVICE 


679° N. WELLS ST.. CHICAGO 10 ILL. 
' WHitehall 4-3450-1-2 
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Advertising Produces More Results 
in the Magazine 
that Reaches the Most People 


and MORE SOUTHERN 
RURAL FAMILIES 
READ FARM & RANCH- 


SOUTHERN AGRICULTURIST 


THAN ANY OTHER MAGAZINE 
ow 


YOUR BEST BUSINESS PARTNER CIRCULATION GUARANTEE 
IN SOUTHERN TRADING AREAS... 1,290,000 7 


Today, with $10,000,000,000 more spendable 


cash available than in 1940, Southern and Far, m & Ranch-Souther Nn Agr icultur ist 


Southwestern farm and ranch families are 
buying the things they need...in ever in- 


creasing quantities. Drugs and sundries... e Not only reaches more rural readers in the South and South- 
automobiles and trucks...home equipment west than any other magazine... 

and food...and in buying, they pay atten- 

tion to the sales stories that reach them in e BUT it reaches the readers with the most dollars... 

their preferred farm publication—Farm & 

Ranch-Southern Agriculturist. e Because its circulation is keyed to Southern farm income. . . 


it goes where the dollars are. 


There is no safer rule...to get more sales, pick the 
magazine that has the largest circulation in your 
illite market. Write, wire or phone for the number of Farm 
& Ranch subscribers in any South or Southwestern 
county. Compare these figures with the second farm 
publication—and you'll be convinced! 
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f my refrigerator 


(Brooding time for home freezer advertisers: 14 hours, 37 minutes) 


HENRY PERKINS, like umpteen million other American 
males, is a sportsman. On numerous occasions throughout 
the year Henry reels home under a load of defunct wild 
life which, for want of a better place, he customarily parks 
in the family refrigerator. 


This thoughtless practice generates no inconsiderable 
friction between H. Perkins and wife, who is not pleased 
to find a muskellunge nuzzling her leftovers or a mallard 
drake in full plumage rampant on a field of succotash. 


Mrs. Perkins has another bone to pick with Henry, too. 
Like umpteen million other wives, she entertains fond 
visions of owning a home freezer some day. She reads all 
the pretty advertisements about them in the women’s 
magazines, but she has never been able to convince Henry, 
a notoriously cautious man with a buck except when it 
comes to shotguns and flyrods, that the expenditure is 
essential to their domestic happiness. 


Mrs. P. quotes all the familiar arguments at Henry 
about home freezers... how convenient and_ practical 
and economical they are... how Mrs. Entwhistle across 
the street owns one and her husband doesn’t earn any more 
than you do. But the whole idea leaves Henry colder than a 
canvasback with an ounce of shot in the seat of its pants. 


Question. How can Mrs. Perkins get Henry interested 
in buying the home freezer she wants, and at the same 
time keep Mr. P. from cluttering up the refrigerator with 
well-chilled trophies of the chase ? 


It looks like home freezer advertisers can help... if 
they learn to talk Henry Perkins’ language. This means 
pointing out to Henry that a home freezer is a lot more 
logical place to stow pike fillets and spare parts of antelope 
than the overworked refrigerator. 


This brilliant bit of original thinking is called “looking 
for the sportsman angle” and it can be just as important to 
advertisers as never underestimating the power of a woman. 


A great many advertised products have a “‘sportsman 
angle”... products from station wagons and _ television 
sets to electric blankets and biscuit mixes. You’d be sur- 


eo 


prised how many men like Henry Perkins pop out from 
under electric blankets in remote hunting cabins or fishing 
shacks and whomp up a batch of biscuits for breakfast. 


You would also be surprised how many progressive 
advertisers these days are writing the “sportsman angle” 
into their copy .. . to sell a man things he never knew he 
needed, or to pry open his poke for a family purchase that’s 
hard to consummate without his approval and cooperation. 


What wouldn’t surprise you, though, is where many of 
these progressive advertisers are placing their “sportsman 
angle” ads for real effectiveness. It’s in the magazine that 
Henry Perkins and others like him read with reverence and 
regularity ...a magazine that mesmerizes Henry and his 
friends into reading ads for fun . . . a magazine that catches 
men in their mellowest, most relaxed mood and makes 
them receptive, as no other medium can, to a sales story 
that’s slanted to the sportsman and makes sense to him. 


It’s “Sports Afield.” 


Don’t overlook 
the Sportsman Angle 


IT PAYS OFF IN 


The Progressive Sportsman’s Magazine 
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The Green River Ordinance 

It is pleasing to discover that direct selling companies, including 
magazine subscription departments, are not tearing their hair over 
the Supreme Court decision upholding the constitutionality of a local 
ordinance similar to the Green River, Wyo., ordinance which prac- 
ti@ally bans house-to-house selling. 

As Apverrisinc AGE reported last week, direct sellers would have 
been jubilant if the ordinance had been declared invalid, because then 
théy could have saved considerable trouble and expense now ex- 
péMded in meeting the terms of similar ordinances which are in effect 
in i undreds of communities. 

+ the upholding of the ordinance is not causing them to make 
a dire predictions about their business. They are assuming—and 
eh correctly—that there is nothing in the economic atmosphere 
which means that the Supreme Court decision will promptly be 
tufmed into thousands of additional local ordinances, or that it will 
c e more stringent regulations in those cities and towns which al- 
= % have such ordinances. 

When anti-peddling ordinances are reasonable, and enforced as a 
tre anti-nuisance regulation instead of for punitive purposes, they 
do not normally cause too much difficulty for legitimate businesses, 
an@ frequently are helpful in preventing depredations by canvassers 
who may be a little less than legitimate. ‘ 

Most householders will heartily agree that a man’s home ought to 
be his castle, and that he and his wife should have some freedom from 
ingistent salesmen with big, and commercially useful feet. 

Yer it is our conviction that, Supreme Court decision or no, house- 
to-house and door-to-door selling is likely to grow rather than decline 
within the next few years. 

There will probably be a few new wrinkles and gimmicks devel- 
oped in the field, but it seems reasonable to suppose that as time goes 
on more and more salesmen will be out ringing doorbells—and not 
just conventional house-to-house salesmen, either. 

There are indications that the appliance business, which has dis- 
covered in recent months that selling can be pretty tough, is giving 
more and more consideration to the doorbell ringing procedure, be- 
cause there are still plenty of appliance people who believe that con- 
sumer capital goods of this order are sold by punching doorbells, and 
that in anything approaching normal times no one can ring up sales 
records by waiting for Mr. and Mrs. America to come into a show- 
room cold turkey and insist on buying an appliance. 


Again, the Overspecialization Problem 

One of our better ear-to-the-grounders in New York reports that 
since the motion picture companies have been firing people, a sizable 
group of advertising and public relations personnel have been looking 
for jobs, without notable success. 

Why?” 

Because it seems that they're “too specialized,” and all the savvy 
they have accumulated in a business which admittedly requires a 
great deal of ingenuity and split-second improvisation doesn't count. 
They have done movie advertising and public relations, and therefore 
they will presumably have to find jobs in the movies, even if there 
aren't any jobs in that field. 

Our ear-to-the-grounder laments this as another example of over- 
specialization thinking at work, and so do we. 

In our book, the lad with brains and ingenuity and initiative ought 
to get the call every time over the one who has merely experience, 
but it doesn’t seem to work out that way in actual practice. A lot of 
goed material can be overlooked when the experience specifications 
are drawn too tightly. 


—Nation’s Business 


“It will cost as much as a new one to fix, but you'll save the tox.” 


What They're Saying 


The Short View 

A recent editorial in ADVERTISING 
AGE complains about the number 
of separate money raising drives 
for the purpose of fighting disease. 
Such activities are conceded to be 
necessary— 

“But when each sets up its sep- 
arate organization, grinds out its 
own publicity and its own adver- 
tiser-sponsored advertising, and 
solicits funds for its own special 
purposes, the sum total adds up to 
unbearable proportions in terms of 
donated effort by volunteer work- 
ers, including advertising people, 
and in terms of the public’s ability 
and willingness to absorb them.” 

The private citizen’s outcry 
against a seemingly endless suc- 
cession of fund raising campaigns 
is understandable. He can hardly 
be expected to look past his own 
family budget problems and weigh 
each request for money against 
such matters as national welfare 
and the American way. 

It is something else when this 
outcry is sounded by a voice of 
advertising, especially when the 
voice proceeds to recommend 
| something like a nationwide com- 

munity chest drive which would 
| finance one big battle against all 
| diseases. 

Nothing better symbolizes the 

philosophy of private enterprise, 
|} on which advertising is dependent, 
| than a multiplicity of private 
|charity appeals. 

This bit of truth is recognized, 
| of course, as the Advertising Coun- 
cil has demonstrated more than 
|once, but word apparently has not 
yet got all the way around. If those 
| who have been missed will strain 
a little, they can see that when we 
|have one big campaign against 
disease, it will be financed by 
taxes, health will have been na- 

tionalized, and the springs of ad- 
vertising will have begun to dry 
| up. 


—Editorial in the issue of 


“Hospitals.” 


May 


Thor Sticks to Selling 

To predict the outlook of busi- 
ness for the next 30, 60 or 90 days 
would be foolish. We already have 
too many forecasters, amateur and 
professional, and their statements 
have brought me to the conclusion 
that either no one knows where 
anyone is going, or the reverse— 
everyone seems to know where 


everyone is going, but each one is 
prescribing a different path. All 
of these things have, 
else, 


if nothing 


resulted in hitherto un- 


equalled confusion among all sec- 
tions of our people. 

In view of these statements, it 
is fitting that you ask, “What is) 
the Thor Corp. doing?” 

The answer is simple, direct and 
fundamental. We are selling. 

We are selling our products and 
we are selling our distributors and 
our dealers on selling them. 

We are not counting on threats | 
of war or defense-caused shortages | 
to sell our products for us. 

We are selling the government 
on our ability to constructively 
participate in the defense produc- 
tion program. 

This business was founded on) 
selling. We have already been! 
through two wars. We shall con- | 
tinue an aggressive sales policy 
no matter what the future brings, 
because we are convinced that this, 
and this alone, is the only assur- 
ance of success. With this as our 
policy, we plan to introduce one, 
and possibly two, new products | 
before the year is out. 

We recognize no status quo; we 


must continue to progress. 
—Raymond J. Hurley, chairman, 
Thor Corp., Chicago, at the annual 
meeting of shareholders, May 24. 


Keeping a Brand Alive 

I want to consider briefly sales 
promotional and advertising policy 
...I do feel that I should mention | 
one factor which is kept constant- 
ly in mind—that is flexibility. Just 
as is the case with regard to our 
sales thinking, so in the case of 
advertising and promotion we) 
must keep ourselves ready to meet | 
any conditions as they come. 

Obviously, copy appeals of ad- 
vertising and the types of pro- 
motion in stores, house-to-house | 
work, or in other methods used | 
during periods when supplies are | 
ample and dealers’ stocks are full, | 
must be re-examined when these 
conditions change. Nevertheless, 
we have never in our business 
subscribed to the philosophy that 
even when stocks are short, the 
advertising on a brand should be 
discontinued or even drastically 
curtailed. During the entire period 
of the last war, therefore, the ad- 
vertising of our major brands was 
continued in order that the name 
and recognition of values in those 
brands might not be forgotten by 
the consumer and the dealer. 


—T. J. Wood, vice-president in charge 
of sales, Procter & Gamble Distrib- 
uting Co., in the second of a series, 
“How Three Companies Are Meeting 
Changed Marketing Conditions,” 
American Management Assn.’s Mar- 
keting Series No. 


Advertising Age, June 18, 195! 


Rough Proofs 


The decision of the Supreme 
Court in the Green River house- 
to-house selling case indicated a 
strange lack of sympathy for the 
poor boy who is working his way 
through college. 


. 
Green River used to be des- 
cribed as the whisky without a 


headache, but from the standpoint 
of magazine subscription men it is 
the town that is nothing else but. 


Four leading agencies, reporis 
the world’s greatest advertising 
journal, are to submit speculative 
plans and copy to Pepsodent, and 
a number of others will be sure to 
speculate on what's happened to 
the Four A’s code. 


Charles Coiner points out that 
better art in advertising has con- 
tributed materially to the devel- 
opment of good taste. Admirers of 
bathing suit posters will hasten to 
agree. 


Paul Bunker says “Mr. Spleen” 
is writing a lot of business paper 
promotion to answer his competi- 
tor’s claims, but think how success- 
fully it relieves his blood pressure. 


“You get the most when you get 
the Post,” is the newest advertis- 
ing slogan, which should have the 
blessing of a magazine published 
in Philadelphia as well as a news- 
paper in St. Louis. 


The University of Pennsylvania 
seems determined to put its foot- 
ball games on television, despite 
the ban of the NCAA, even if it 
has to play with only one team on 
the field. 


Geyer, Newell & Ganger points 
out that newspaper circulations in 
TV cities have increased. Even 
dyed-in-the-wool screen fanatics 
have to read the papers to find out 
when to tune out Henry Morgan. 


Little girls who are given those 
new Tintair dolls will acquire both 
the appreciation and the experi- 
ence necessary for the rite of modi- 
fying their own tresses to suit 
mood and circumstance. 


Some men, suggests Practical 
Builder, “are moved by a roving 
spirit, a spirit of healthy discon- 
tent.” 

They must include the advertis- 
ers who are always changing agen- 
cies. 


Albert Lynd may possibly have 
given Bernard DeVoto a_ useful 
idea when he said that the good 
Harvard professor could have 
made a fortune as an advertising 
man. 


The Chicago White Sox and the 
New York Yankees, whose recent 
series broke all attendance records, 
didn’t seem to be too much con- 
cerned that it was both broadcast 
and televised. 


Copy Cus. 
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= — lines of Classified 
a Advertising in April 
P¢ alone prove that 
a too, know where 
By to get fast action, 


sure sales, 


GIG RESULTS ! 


¥ ial The Inquirer's April classified linage is 
al the greatest ever for any month in the 
history of Philadelphia newspapers. 


Yh 
Now in its 1&th 
Consecutive Year of Total 


vias” Ohe Philadelphia Inquirer 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT R. BECK, Empire State Bldg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker 
Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK 
& CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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McLeod Appoints Holley Co. 

McLeod Optical Co., Provi- 
dence, R. L, has named Robert 
Holley & Co., New York, to han- 
dle advertising for its I-Gard 
plastic opthalmic lenses. Profes- 
sional and trade publications will 
be used, followed by consumer 
advertising 


Park Appoints O'Donnell 

Roy H. Park Inc., Ithaca, N. Y., 
has appointed John K. O'Donnell, 
153 Seaman Ave., New York, as 
éastern advertising representative 
for its publications, Co-op Power 
and Cooperative Digest. 


Von Dorn Joins Pleskach 

John Von Dorn, formerly with 
Art Inc., Chicago, has joined 
Pleskach & Smith, Omaha agency, 
as art director. 
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Appliance, Radio, TV Inventories Rose 
Nearly 50% During 1950, Survey Shows 


CuHuIcaco, June 12—Inventories of 
appliance, radio and _ television 
dealers at the end of 1950 were 
49% greater than those at the start 
of the year, according to the Na- 
tional Appliance & Radio Dealers 
Assn.’s 5th annual cost-of-doing- 
business survey. 

The total sales volume for the 
year increased 23% over 1949, al- 
though 19% of the respondents, 
mostly appliance-radio-television 
specialty retailers, failed to show 
any dollar sales increase. In the 
1949 survey, only 38% of the deal- 
ers recorded dollar sales increases 
over 1948. 

Despite a record year for tele- 
vision sales, refrigerator sales 
topped other products, with 28.3% 
of total sales. Washing machines 
were in second place, followed by 
TV, ranges, radios and vacuum 
cleaners, in that order. 


es Continuing an upward trend in 


evidence since 1946, trade-ins 
again increased in 1950 in per cent 
to total sales of four key products. 
Trade-ins accompanied 42% of re- 
frigerator sales, 49% of washing 
machines, 36% of ranges and 36% 
of vacuum cleaners. 

For the first time, the trade-in 
figures for television were in- 
cluded in the survey. Thirteen per 
cent of all respondents’ TV sales 
were accompanied by trade-ins, 
the report showed. 


Telecomputing to Stebbins 
Telecomputing Corp., Burbank, 


Cal., manufacturer of automatic’: 
analyzing instruments, has ap- 
pointed Hal Stebbins Inc., Los 


Angeles, as its agency. 


Scheibner Joins Lockwood 

Hugo Scheibner, formerly with 
Robert F. Dennis Inc., has been 
named director of fashion adver- 
tising of Lockwood-Shackleford 
Co., Los Angeles agency. 


oa reas 


Federal Reserve Figures on Department Store Sales 


WasuincTon, June 12—The box 
score on the first week of New 
York’s price war appears in the 
latest Federal Reserve Board re- 
port. Sales during the first week 
following the demise of fair trade 
laws were 24% above dollar vol- 
ume for the same week last year. 

The 18% gain in the New York 
district helped push the U.S. de- 
partment store average up 5% for 
the week ended June 2, compared 
with the corresponding week of 
1950. 

Wichita (up 25%) was the only 
city on the tabulation to exceed 
the New York figure. Normal pro- 
motional selling rather than the 
New York-style price conflict was 
given a major share of the credit, 
however. 

Elsewhere, price cuts helped 
boost volume. But in a number of 
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MORE THAN EVER 
YOURE RIGHT 
WHEN YOU BUY 


STATION WITH THE. 


FABULOUS PERSONALITIES AND 


ASTRONOMICAL HOOPERS 


* Leads Morning, Afternoon, and Evening 


tur Teal 

Very toghly 
hooperated 

Sales results 
pemediaied. 

COS atthated 

States 

Des Moines! 


thru Apr. ’51). 


(C. E. Hooper Audience Index, Oct. 50 


* *& Iowans DO “Go Now” when KRNT tells 
’em what and where to buy! Listeners act 
and react, as shown by the fact that KRNT 
has by far the most local advertisers . . . 
has had the most the longest! 


REPRESENTED BY THE KATZ AGENCY 


DEPARTMENT STORE 
SALES INDE 


¥ EQUA 


Week to June 2, ’51*..p274 
Week to June 3, '50*....261 
Week to May 26, '51*..290 
Week to May 27, '50*..282 
Month of April, °51*..p284 
Month of April, '50*....286 


pPreliminary 
*Not adjusted seasonally. 


Sn as 


areas, notably the Chicago, St. 
Louis and Minneapolis areas, con- 
sumers apparently adopted a “wait 
and see” attitude. Stores in those 
areas reported sales equal to or 
slightly less than sales for 1950. 

In those areas, women’s apparel 
sales were up, but appliances and 


television were even less active 
than they have been in recent 
weeks. 


Largest loss of any city report- 
ing was the 9% decline in the Du- 
luth-Supericr area, and Pittsburgh, 
Philadelphia, Little Rock and St. 
Paul all were off 5%. 


According to Department of 
Commerce estimates, April sales 
of service and limited-function 


wholesalers totaled $6,293,000,000, 
compared with $5,113,000,000 in 
April a year ago. In the durable 
goods classification, April, 1951, 
sales were off 8% and electrical 
goods and housewares were off 
13% and 11%, respectively, com- 
pared with March, 1951. 

™ Change from ‘30 

Week Ended 


Federal Reserve May May June 
District and City 19 76 2 


UNITED STATES 4 8 ‘ 
Boston District 5 —t 4 
New Haven 9 6 5 
Boston 0 -2 4 
Lowell-Lawrence —7 & 1 
Springfield 15 6 2 
Providence 4 0 1 
New York District % 4 18 
Newark 4 ll 3 
Buftalo 4 r5 3 
New York 2 rs 24 
Rochester 10 4 7 
Syracuse 1 ri5 7 
Philadelphia District x 6 0 
Philadelphia 5 3a —5 
Cleveland District 4 6 % 
Akron 6 7 2 
Cincinnati 1 2 1 
Cleveland 5 9 9 
Columbus 1 1 7 
Toledo 8 7 5 
Erie 7 4 7 
Pittsburgh 3 4 —5 
Richmond District 4 ri 3 
Washington 3 4 3 
Baltimore 7 7 3 
Atlanta District r? 0 6 
Birmingham ~2 0 9 
Miami 2 ri2 11 
Atlanta ri2 —3 0 
New Orleans -2 r—5 4 
Nashville 1 ré ° 
Chicago District 5 rs ” 
Chicago 7 7 0 
Indianapolis 2 i 6 
Detroit 2 3 -3 
Milwaukee 3 0 2 
St. Louis District —2 5 4 
Little Rock 4 7 —5 
Louisville 3 5 3 
St. Louis Area 1 3 7 
Memphis 5 -10 —2 
Minneapolis District -) me —! 
Minneapolis 2 7 2 
St. Paul —l -9 —5 
Duluth-Superior —8 —19 —9 
Kansas City District 0 3 7 
Denver 1 5 1 
Wichita 0 13 25 
Kansas City 1 3 8 
St. Joseph 2 —7 6 
Okalahoma City 7 5 1 
Tulsa 2 1 12 
Dallas District ‘ 2 x 
Dallas 5 —6 2 
El Paso 3 2 4 
Fort Worth 2 3 6 
Houston 29 13 24 
San Antonio -7 4 —3 
San Francisco District 5 2 4 
Los Angeles Area 4 —!1 7 
Oakland 1k 10 ll 
San Francisco 4 2 4 
Portland 2-3-3 
Salt Lake City 4 6-3 10 
Seattle —2 6 —1 
rRevised. 
*Data not available 
Copperweld to Marsteller 
Copperweld Steel Co., Glass- 


port, Pa., manufacturer of copper- 
covered steel wire and cable, has 
appointed Marsteller, Gebhardt & 
Reed, Pittsburgh, as its agency. 
Trade publications, newspapers 
and direct mail are being used. 


y ee 
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GEARED TO TODAY’S TREND TO 


The Chicago T 
Consumer- Franchise Plan! 


INCREASING dependence 
by retailers on self-service and 
their concentration on ‘ewer 
brands emphasize today’s 
need to build a strong con- 
sumer franchise. You don’t 
get the volume you want if 
you don’t demonstrate to re- 
tailers that their shelf and floor 
space will produce more profit 
for them than when it is given 
to the display of your compet- 
itor’s brand. 

Retailers are not interested 
in stocking and pushing a 
brand which their customers 
are not interested in buying. 
With thousands of items in 


stock clerks have time to know 


about and push only a few. 
And profit margins mean little 
unless they are realized by 
turnover. 

From its study of advertis- 
ing and selling in Chicago the 
Chicago Tribune has worked 
out a sound procedure that 
can build a strong consumer 
franchise for your brand—one 
that will stand up against 
competitive promotion and 
one that is wanted by retailers 
because they see in it the 
answer to their own needs. 

The Tribune plan is an in- 
tegrated operation that can get 
you a greater share of the day- 


to-day buying of consumers. 


GREATER SELF-SERVICE AND FEWER BRANDS— 


ribune 


It results in larger orders and 
savings in deliveries. It gives 
you the benefit of the retailers’ 
own promotion without resort 
to deals, premiums, cut prices 
or special discounts. Proved in 
Chicago, it can be employed 
in other markets. 

If you want more volume, 
here is the way to get it. If 
retailers are beginning to drop 
your line, here is the way to 
win primary shelf position and 
store display. A Tribune repre- 
sentative will be glad to give 
you the facts. Ask him to tell 
you how you apply it in your 
business. Do it now while the 


matter is fresh in your mind. 


CHICAGO TRIBUNE 


THE WORLD’S GREATEST NEWSPAPER 


CHICAGO TRIBUNE REPRESENTATIVES: 
New York City Detroit San Francisco Los Angeles 
A. W. Dreier E.P Struhsacker W. E. Bates Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bidg. 155 Montgomery St. 1127 Wilsture Bivd. 
MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


Chicago 
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Chicago Admen Take Steps to Become 
the Fastest Readers in Their Field 


Cuicaco, June 12—This city is 
becoming noted for the fastest 
readers in the world as well as the 
fastest baseball players. And Chi- 
cago admen are among the lead- 
ers in the reading department. 

Gordon Taylor, vice-president of 
Reincke, Meyer & Finn and presi- 
dent of the Chicago Federated 
Advertising Club, announced to 
club members yesterday that an 
arrangement has been made with 
the Foundation for Better Reading 
at 100 E. Ohio St. here for low- 


cost group instruction in speeding 
up reading. 

The foundation is a commercial 
organization offering a 20-hour 
course that usually doubles an 
adult’s reading speed and fre- 
quently triples it. The training also 
increases a person’s comprehension 
of what he reads; he understands 
more of anything he reads after 
speeding up than before, when he 
read “inefficiently.” 
the 


s Basically, instruction con- 


1, 000, 000 men of 
influence can 


be influenced 


in The ELKS Magazine 


When your institutional message or product story is un- 
. folded before more than 1,000,000 Elks, you are reach- 
: ing one of America’s most selective male mass markets. 
_ In over 1580 communities, Elks rate as men of influence 


—51.9% are business owners... 46.1% are administra- 


MAGAZINE 


New York + Chicago ~- Los Angeles + Detroit « $ 


_ tive and operating executives ...11.6% are professional 
men. The Elks is their magazine, fraternal in nature, 
+ national in scope, high in editorial excellence. Schedule 
The Elks to sell your ideas as well as your products. 


Here is the Biggest Hunk of 
the U. S. that 27c¢’ can Buy! 


Key to The Fabulous Southwest 


@ 75th city of the nation. 
@ Largest between Fort Worth, 
ee ie atta. 
Sat. 
@ Effective Buying Inc 
$70,863,000. Gain $434,200,000 
over 1940. 


@ Circulation—97% within ABC 
City and Retail Trading Zone. 

@ 49%, family coverage in 26 coun- 
ties of West Texas and New 
Mexico. 


@ Retail sales, $521,572,000. Gain 
of $359,172,000 over 1940. 


*xTWO SEPARATE NEWSPAPERS—One Low Rate BUYS BOTH 


El Paso Herald-Post 


A Scripps Heward Newspaper 
Eveoing 


he F1 Paso Cimes 


An Independent Newspaper 
Morning and Sunday 


NO OTHER NEWSPAPERS COVER THIS MAJOR MARKET 
Write For Free Copy of “The Fabulous Southwest” Booklet 


sists of having the student look at 
numbers flashed on a tachistoscope 

a slide lantern device) and read 
whatever book he chooses on a 
“reading accelerator.” This instru- 
ment has a descending blind that 
covers up lines at any selected 
speed; in each succeeding hour of 
instruction, it is set to cover lines 
at a faster rate, forcing the student 
to step up his pace. 

Quite a few business and pro- 
fessional people here have taken 
the foundation’s course since last 
fall, among them a number of ad- 
men. (A member of AA's editorial 
staff who is taking the course has 
nearly tripled his reading rate.) 


@ The adclub’s decision to offer 
the course was made after some 
enthusiastic members who took it 
on their own initiative urged the 
directors to devise a plan for of- 
fering such training to the mem- 
bership as a whole. 

Under the arrangement, classes 
of six to eight persons will be set 
up, on or before July 20, with par- 
ticipating members getting a re- 
duction from the regular tuition 
fee of $100. Class times will be 
based on members’ indications of 
the number of days a week and 
hour of the day they prefer to at- 
tend. Instruction will be on an 
individual basis. 

“We have made inquiries of the 
adult developmental reading pro- 
grams offered in various universi- 
ties and schools,"’ Mr. Taylor said, 
“and it is our conclusion that peo- 
ple in the advertising business can 
profitably benefit themselves 
through such a course of instruc- 
tion. 


|@ “Most advertising people must 


|ing by 


read great masses of material; it 
cuts heavily into their working day 
as well as their leisure time. If we 
can be instrumental in helping 
them increase their speed of read- 
100%, then we think the 
adclub will be performing a valu- 
able service to its members.” 

He pointed out to members that 
the foundation recently finished 
a study of 100 people’ it had 
trained and “the average rate of 
increase was more than 150% 
with commensurate gains in com- 
prehension. Before instruction the 
group’s reading speeds 
from 146 to 445 words per minute. 
After instruction the range was 
378 to 1,198 words per minute, 
which is far above the 250 to 300 
words average of most college 
graduates.” 


@ Steve Waller, head of the foun- 
dation, told AA that the organiza- 
tion plans soon to set up franchised 
branches in other major cities. It 
also is doing outside group train- 
ing for some companies’ key ex- 


| ecutives. 


Similar instruction is offered 


| here by Illinois Institute of Tech- 


nology, and many universities have 
begun limited training by the 
tachistoscope and reading acceler- 
ator. The training method was de- 
veloped during the war, chiefly 
by Dr. Samuel Renshaw with Air 
Force personnel at Ohio State Uni- 
versity. 


CBS Drops ‘Sing It Again’ 

A simulcast of “Songs for Sale,” 
starring Steve Allen, will replace 
the giveaway, “Sing It Again,” 
June 30, over CBS. Carter Prod- 
ucts, New York (Sullivan, Stauf- 
fer, Colwell & Bayles), retains 
the first 15-minute segment. Ster- 
ling Drug (Dancer-Fitzgerald- 
Sample) is expected back in the 
fall, after a hiatus, as sponsor of 
the last 30 minutes of the hour 
program. 


Hearst Shifts McPherrin 

John W. McPherrin of Hearst 
Magazines has been transferred 
from American Druggist, where 
he was editor, to Cosmopolitan, 
where he will become associate 


publisher on Sept. 15. Mr. McPher- 
rin’s suecessor at American Drug- 
gist will be announced shortly. 


ranged | 


Clark Collard, head of Clark Collard Advertising Agency, Los 
Angeles, has added the third to his list of grandchildren with the 
birth of Shepard Kollock Nash IV to Mr. Collard’s daughter Audrey 
in Long Beach. The other two youngsters live in Chicago, where 
Mr. Collard operated an agency of his own for nearly 20 years... 
There’s a new boy, too, at the home of Dick Gillespie, publicity 
expert at WLW, Cincinnati. The baby was born on May 26... 

Kay Wilkins, associate director of women’s activities for the 
Perfex Co., Shenandoah, Ia., was married on May 29 to James D. 
Farris, account executive of the Caples Co., Omaha. After a honey- 
moon in Sun Valley they’ll live in Omaha... 

Walter W. R. May, co-publisher of the Enterprise-Courier, Oregon 
City, Ore., received the annual award for outstanding contribu- 
tion to public health from the Oregon Public Health Assn. at its 
conclave held May 28 in Medford. ..New Yorker Ben Nash, fellow 
and past president of the Industrial Designers Institute, has been 
awarded the medal for achievement by the IDI’s national board 
for his “courage and pioneering, for educational work and per- 
sonal achievement, all in the field of industrial design.”. . 

H. Q. Cox, general manager of Station KGW, Portland, Ore., has 
been extra busy in the past few weeks heading program plans for 
the Multnomah Athletic Club’s 60th anniversary party on the 16th. 
An estimated 2.000 members and their guests were expected to 
attend... 


GETS NATIONAL HONOR Irving E. Rogers (left), president of WLAW and publisher 


of the Eagle-Tribune, Lawrence, and the Townsman, Andover, Mass., accepts a scroll 

from Basil O'Connor, president of the National Foundation for Infantile Paralysis, 

for “unselfish interest in giving humanitarian service to his community and the nation 
by leading in the fight against infantile paralysis.” 


John Day Jackson, publisher of the Register, New Haven, Conn., 
is the proud owner of an honorary membership in the International 
Printing Pressmen and Assistants’ Union of North America, in 
token of “55 years of amicable labor-management relations with- 
out a strike, walkout or lockout.” 

Jack Macy, of Macy & Klaner, is retiring from active business 
July 1, after having represented Field & Stream in the Chicago 
territory for 43 years. He and Mrs. Macy will leave shortly there- 
after for a two-month tour of Europe...The University of Wis- 
consin Alumni Club has elected Court Conlee, promotion manager 
of the Milwaukee Journal, as its Ist vice-president. . . 

Searcy Advertising Agency, Portland, Ore., has the only agency 
building in town equipped with bomb shelters. When the com- 
pany moved into its present quarters on S. W. Water Ave., Morris 
Searcy left unchanged the two walk-in type vaults with cement 
walls 2’ thick and double steel doors. . . 

Sam Berry, of the publicity staff of Gray & Rogers, received a 
trophy in recognition of his publicity efforts during the recent Sal- 
vation Army fund drive in Philadelphia. John R. Wanamaker, 
v. p. of John Wanamaker stores and general chairman of the drive, 
made the presentation. . . 

Peter Kenney (station manager at WKNB, New Britain, Conn.) 
and his wife are parents of a new baby named Peter Jr...And in 
Hartford, Mr. and Mrs. Gordon Pearl (Gordon is radio director of 
the Post, Johnson & Livingston agency) have a new daughter, 
now more than a month old... 

Off for a five-week vacation in Sweden is Gundla Johnson, a 
member of the sales department at KDKA, Pittsburgh. The holiday 
includes the Midsummer festival in Dalarna and the possibility of 
visits in Norway and Denmark.. .Elaine Rennie, secretary to the 
Oregon Advertising Club in Portland since the group established 
its own quarters early this year, has left for Ann Arbor, where 
her husband has joined the faculty of the U. of Michigan. Kay Hill 
is taking over the adclub job.. . 

Ready for work again is Louis Shappe, president of Shappe- 
Wilkes Inc., New York agency, who has beer out of the running 
since an auto accident early in March. He suffered severe injuries 
and subsequently underwent brain surgery. . . 

Al Paul Lefton, president of the Philadelphia agency bearing 
his name, is serving another term as president of the Eagleville 
Sanitorium, near Collegeville, Pa., having been reelected recently. . . 
Lt. Allan A. David, recalled to active duty last January from his 
Chicago agency, David Allan & Associates, has been assigned to 
the Public Information Office for the Far East Command in To- 
kyo... 

George Haddaway, publisher of Flight Magazine, Dallas, has been 
appointed director of general aviation operations under the U. S. 
Department of Commerce. .. 

A committee of alumni of William Orchard’s well known copy 
courses is planning a New York testimonial dinner in his honor 
the last week in June. Former students of the BBDO copy super- 
visor who are interested in attending should get in touch with 
Gabe Ondeck at Compton Advertising. . . 
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Women who work can afford more...can afford to spend more! They have paychecks of their own to spend... 
and they spend $7,210,000,000 each year for the clothes they need for their eight-hour day. When a price tag on a coat 
they pick is higher than they wanted to pay, they think of the hard wear it will get...and end up buying it. 
When a dress they fall for costs more than their incomes indicate they can pay, they consider the number of times they'll wear it... 
and justify buying it. Women who shop on a lunch hour haven't the time to bargain-hunt or browse through 
markdown racks. They're not wear-it-a-little-so-why-pay-a-lot customers who do clearance-sale shopping. 


Any way you look at it, women who work mean more business to advertisers 


in the “clothes that work wonders” issues of ee arm 


the magazine for women who work...a Street and Smith Publication ° 


i 
August closing dates: June |, 4c... June 15, b/w September closing dates: July |, 4c... July 15, b/w 
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Brown to Sponsor TV Show 

Brown Shoe Co., St. Louis, will 
push its Naturalizer shoes on “Say 
It with Acting” over the American 
Broadcasting Co. television net- 
work for five Fridays beginning 
Aug. 3. After Sept. 14, Brown will 
sponsor on alternate weeks in the 
6:30-7 p.m., (CDT) slot, when 
“Life with Linkietter” returns to 
the network. Leo Burnett Co. is 
the agency. 


YOUR 
LETTERHEAD? 


A letterhead should inspire confidence. Does 
yours’ Don't risk losing sales or giving a 
wrong impression of your company just to 
save the slight additional cost of a genuine 
engraved letterhead. Let us tell you how 
you can have an expertly designed engraved 
letterhead you'll be proud of —ar a sensible 
cost. Simply write across your present letter 
head “Show me,” noting the quantity you use 
in a year, and mail it today. No obligation 


R.O.H HILL, inc 
Lafayette St., New York 12 


270-C 


L. A. Adclub Elects Eller 

Russell Z. Eller, advertising 
manager of California Fruit Grow- 
ers Exchange, has been elected 
president of the Advertising Club 
of Los Angeles. Other officers 
elected are: William O. Kyte, ad- 
vertising manager of General Elec- 
tric Co.’s apparatus department, 
lst vice-president; Leland A. Phil- 
lips, manager of Grand Central 
Public Market, 2nd vice-president, 
and Glen E. Carter, vice-presi- 
dent in charge of advertising and 
publicity, Bank of Ameria, sec- 
retary-treasurer. 


Ehlers Names Erwin, Wasey 
Erwin, Wasey & Co., New York, 
has been appointed to handle the 
advertising of Albert Ehlers Inc., 
New York, packer and distributor 
of coffee, tea and spices, effec- 
tive July 1. Weiss & Geller for- 
merly handled the account. 


Names Donohoe Sales V.P. 

James V. Donohoe, advertising 
and sales manager of Mixing 
Equipment Co., Rochester, N. Y., 
has been named vice-president in 
charge of sales. 


‘Jean Rindlaub Gets 


-Adwoman of the Year 
Title from AFA 


Sr. Louis, June 12—Mrs. Jean 
Wade Rindlaub, vice-president of 
Batten, Barton, Durstine & Osborn, 
New York, was named Advertising 
Woman of the Year here Sunday. 

The title, awarded annually to 
the woman who is thought to have 
contributed most to the growth 


AFA Convention 


and development of advertising 
during her career, was awarded to 
Mrs. Rindlaub at the opening ses- 


Jean Wade Rindlaub 


Mrs. Rindlaub is a veteran of 
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be married, Mrs. Rindlaub joined 
the trade and technical copy staff 
of BBDO two weeks later, and has 
been advancing up the ladder ever 
since. She was named a vice-presi- 
dent in 1945 and now heads a wo- 
man’s copy group which works on 
such accounts as Community Sil- 
verplate, Good Luck margarine, 
| United Fruit Co., du Pont nylon 
and rayon, Art-Carved rings, 
Wildroot shampoo, North Star 
| blankets, Eatmor cranberries, and 
White sewing machines. 

| Aside from her copy chores, Mrs. 
| Rindlaub has developed a junior 
| advisory council within the agency, 
consisting of some 250 girls be- 
tween the ages of 18 and 28, whose 
opinions are sought as a sounding 
on various account problems. This 


sion of the Advertising Federation | 31 years in advertising, having be-| group proved so useful that an- 


of America here. Barbara Welles, 
WOR-Mutual radio commentator, 
made the award on behalf of the 


AFA’s council on women’s adver-| 


tising clubs, at a brunch at which 
Mrs. Sara Pennoyer, vice-presi- 
dent of James McCreery & Co., was 
| the principal speaker. 


gun as secretary to the advertising 
manager of Armstrong Cork Co., 
| with the following ten years spent 
writing copy, editing house organs, 
and handling conventions for Arm- 
strong. 


@ Coming to New York in 1930 to 
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other within-the-agency group, a 
homemakers’ council, composed of 
some 125 older women, is also 
functioning. 

She is a regular speaker before 
the Survey of Advertising Course 
sponsored by the Advertising Wo- 
men of New York, as well as be- 
fore the similar course sponsored 
by the New York men’s club. She 
has written many books, and has 
contributed articles to numerous 
magazines. 


|}@ Mrs. Rindlaub is the wife of 
|a member of the Bell Telephone 
| Laboratories technical staff, and 
lives with her husband and two 
children—John, 17, and Anne, 13— 
in West Englewood, N. J. 

The scroll accompanying her 
award cited her for her “outstand- 
ing ability to create effective, 
|memorable advertising ...steady 
progress through the many phases 
of advertising...astute use of 
facts, high standards and integrity 
... Warm understanding of people 
...@ncouragement and _ practical 
assistance to countless young peo- 
ple in the field.” 


Industrial Editors Elec: 


G. E. Danch, managing editor 
of “Ingersoll News” and assistant 
to the president of the Ingersoll 
Products division of Borg-Warner 
Corp., has been elected president 
of the Chicago Industrial Editors 
Assn. Other officers elected are: 
J. I. Pettit, International Har- 
vester Co., Ist vice-president; 
Patricia) Murphy, Lumberman’s 
Mutual Casualty Co., 2nd vice- 
president; Myrtle Lundquist, Fed- 
eral Reserve Bank of Chicago, 
3rd vice-president; Ruth Maxwell, 
Bowman Dairy Co., 4th vice- 
president; J. R. Williams, Health 
& Accident Underwriters Confer- 
ence, treasurer, and Alice Garratt, 
Peoples Gas, Light & Coke Co., 
secretary. 


GF Reports Record ‘50 Sales 
General Foods Corp. has re- 
ported a new high in net sales— 
$589,223,204—ffor the fiscal year 
ending March 31. Net sales dur- 
ing the calendar year 1949 were 
$474,637,193 (GF changed to fiscal 
year reporting in 1950). It was the 
18th straight year in which net 
sales surpassed any previous 12- 
month period. Net earnings 
amounted to $26,407,197 as com- 
_— with $27,445,941 for 1949. 


‘ASR to Sponsor Newscast 

| American Safety Razor Co. has 
signed to sponsor the Tuesday, 
| Thursday and Saturday broadcasts 


of “Frank Goss News” on the Co- 
lumbia Pacific Network, in Cal- 
ifornia, Washington, Oregon and 


Nevada. Silver Star blades and 
other products will be promoted 
on the 5:45-5:55 p.m. news pro- 
gram. McCann-Erickson, New 
York, is the agency. 


Premium Club Elects Bentley 
E. G. Bentley, president of E. 
G. Bentley Co., Chicago, has been 
elected president of the Premium 
Industry Club. The organization 
includes nearly 500 manufacturers, 
sellers and users of merchandise 
as incentives in sales promotion 
plans. Mr. Bentley is a past di- 
rector of the Premium Advertis- 
ing Assn. of America. 
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Tube Turns Catalog 
Research Reported 
by Wedereit to AFA 


Sr. Louis, June 13—Building an 
industrial catalog that gives buy- 
ers the information they want in 
the way they want it calls for field 
research at all levels of distribu- 


AFA Convention 


tion and use, Gene Wedereit, ad- 
vertising director of Tube Turns 
Inc., Louisville, told the industrial 
advertising departmental of the 
Advertising Federation of Ameri- 
ca today. 

Mr. Wedereit, whose company 
has distributed nearly 200,000 
copies of its catalog in the past 
eight years, at a cost of $6.72 each, 
described in detail, with the aid 
of a sound slide film produced by 
his own department, the steps 
which were taken in _ building 
its catalog, which has been re- 
markably successful in assisting 
industrial users to buy and use 
Tube Turns products. 


@ The research which preceded 
production of the catalog involved 
distributors and their purchasing 
and sales departments; engineers, 
purchasing agents, maintenance 
and warehouse men of industrial 
users and others who had anything 
to do with specifying, buying, 
handling, stocking or using any of 
Tube Turns’ products. 

Mr. Wedereit reported that users 
of the catalog wanted complete 
specifications, engineering data, 
technical information on the use 
of the products, parts numbers, 
detailed descriptions and illustra- 
tions of products, installation pho- 
tos, ete. As a result of including 
all of this information in its cata- 
log, Tube Turns has had an en- 
thusiastic response from buyers. 


@ Fergus Mead, vice-president in 
charge of research of the Buchen 
Co., Chicago agency, discussed ad- 
vertising research in the industrial 
field, and in line with his previous 
talks on this subject expressed 
doupt that any conclusive informa- 
tion has been supplied by the ma- 
jor researches of business paper 
advertising conducted by Adver- 
tising Research Foundation. 

He used comparisons of Starch 
figures on Power and Factory with 
the ARF data to show that inherent 
product interest may be the chief 
factor in determining average lev- 
els of readership for various classi- 
fications of industrial advertising. 

“The obscurity of much reader- 
ship data is discouraging,” he con- 
cluded. “Its indefiniteness is de- 
pressing. The extent to which pure 
selling sometimes masquerades as 


WE KNOW BAYONNE’S 
FAVORITE 
INSTANT COFFEE 


Each week, THE BAYONNE TIMES sends its 
staff of investigators into a 10% cross-section 
of all Bayonne retail grocery outlets. Currently 
a 10 week continuing survey is featuring 
INSTANT COFFEES. The weekly sales are 
trbulated by brands, type of outlet, sizes, and 
other pertinent data 
Send o¢ call for complete detasls 


THE BAYONNE TIMES 
“Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 


— 


oS a 


research is painful. But these 
things are unfortunate off-shoots. 
The fact remains that we need it.” 


s G. D. Crain Jr., publisher of Ap- 
VERTISING AGE and Industrial Mar- 
keting, discussed the current func- 
tion of industrial advertising in 
the mobilization effort, pointing 
out that by disseminating informa- 
tion which will help buyers to 
speed military production, and by 
furnishing maintenance data which 
will keep the wheels rolling dur- 
ing times of shortages, industrial 
advertising becomes a wartime tool 
of great value to the economy. 


Bozell & Jacobs to Move 

The Minneapolis office of Bozell 
& Jacobs will be located at 625 2nd 
Ave S., effective July 1. 


Compton Names Two V. P.s 


Chester W. Dudley Jr. and Wil- 
liam Geoghegan, account execu- 
tives of Compton Advertising, New 
Yor, have been elected vice-pres- 
idents of the agency. Mr. Dudley, 
with Compton since 1949, is an 
account executive for Procter & 
Gamble. Mr. Geoghegan joined 
the agency in 1948 and is account 
executive for Tender Leaf tea 


Bateman Joins Taylor & Co. 


R. O. Bateman, formerly pro- 
duction manager of the Portland 
office of Pacific National Adver- 
tising Agency, has joined Taylor 
& Co., Portland, Ore., to do direct 
mail work. Mr. Bateman succeeds 
Kelly Snow, who has been named 
northwest sales manager of Ander- 
son & Fraser, Portland decal and 
metalwork manufacturer. 


Nielsen Names Murry H2rr's 


Murry Harris, jormerly promo- 
tion director of TV Guide, has 
been appointed drecter of pub- 
lic relations for the radio-TV di- 
vision of A. C. Nielsen Co. His 
headquar:ers will be in New York 


Floyd Vandewart Joins Lefton 

Floyd Vandewart, formerly with 
Lever Bros. Co., has joined the 
copy department of Al Paul Lef- 
ton Co., Philadelphia. 


‘ 

Audio & Video Rates Given 

Audio & Video Products Corp.., 
New York. has published in card 
form its schedule of rates for tape 
recording, editing, multiple tape 
recording, and instantaneous and 
master dise recording. 


‘Promenade’ Appoints Chase 

Chase & Richardson, New York, 
has been appointed to handle ad- 
| vertising promotion activities of 
| Promenade. 


Ww 6 BRADBURY CO 


NOW-you can pinpoint your advertising to 
«AMERICA’S ARMED FORCES 
=e more spendable income than ever before! — 
sell them, tell them -through 
ARMY and AIR FORCES BASE NEWSPAPERS 


122 LAST 4200 St 


wy mu 47595 


ve 


Spot Movie Ads in Theatres. 


MOVIE ADVERTISING BUREAU 
P.O. Box 1223, G.P.O. New York 1, N. ¥. 


Please send me more information about 


YOUR COMPANY 


MEMBER COMPANIES: UNITED FILM SERVICE, INC. © MOTION PICTURE ADVERTISING SERVICE CO., INC. 


NEW YORK: 70 EAST 45th ST. © CHICAGO: 333 NORTH MICHIGAN AVE. © NEW ORLEANS: 1032 CARONDELET ST. 


KANSAS CITY: 2449 CHARLOTTE ST. 
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Appliance Makers 
Urged to Solicit 
¢ Government Orders 


Cuicaco, June 15—Manufac- 
turers of home laundry equipment 
will be urged to seek war con- 
tracts which would keep busy at 
least 50% of their plant capacity, 
as a hedge against failure of the 
oe government to relax its restric- 

tions on use of raw materials. 

In a speech prepared for de- 
livery tomorrow, George P. Cast- 
ner, president of the American 
Home Laundry Manufacturers’ 
Assn., will tell the organization's 
annual summer meeting that mak- 
ers of laundry equipment now are 
faced with the problem of trying 
to make 70 units out of material 
needed for 25. 

“Washington limits our use of 
steel to 70% of that used in a 
base period,” he says, “but various 
government offices, including the 
State Department, have so loaded 
the mills with preferential orders 
for export to foreign countries 
and for so-called supporting in- 
dustries to the war effort that the 
capacity of these miils is being 
taken up to 75% and beyond.” 


e Mr. Castner, who is general 
manager of Beam Mfg. Co., Web- 
er City, Ia., believes that “this 
paves us to fight without help of 
ny kind to obtain our share ol 
at very small available supply 
f so-called ‘free’ material.” 
He feels that even though the 
dustry is restricted still further 
the use of other materials, it 
ould be able to turn out 70% of 
e “base” production if it could 
t 70% of its basic supply of steel 
he industry members, he believes, 
ould do this through redesign of 
juipment and utilization of al- 
rnate materials. 
Mr. Castner says that Regula- 
ion W “has worked a hardship 
like on our industry and on con- 
imers, as sales have been re- 
rded in many instances. We are 
xerting our efforts in support of 
slaxing that order. The reversal 
@f the fair trade laws has added 
ill further confusion to the mar- 
evn program of many of our 
embers 
“The forces at work,” he con- 
@udes, “are exceedingly difficult 
# combat. We are hopeful that 
eventually we can accomplish 
something more fruitful than now 


YOU CAN BE FIRST 
WITH THIS USEFUL 
PREMIUM 


Just introduced—and tests prove its 
populority: The “Deskit’’ —a plastic 
kit which dispenses postage stomps, 
airmail (or other) stickers and 480” 
of gummed tape. 

It is @ genuine convenience on any 
desk, and we know from experience 
that it is used. Indeed, you will like 
it yourself. With your firm name, slo- 
gan, trademark, or short promotional 
ee messege on the front in decal, it 
c will constantly remind the user of the 
valves ond services which you offer. 

If you are contemplating the use of 
premiums or prizes please write for 
information on this very unusual new 
item. 


HAUSMAN MFG. & SALES (0. 


(not inc) 


3854 W. Grand Ave. Chicago 51, Ill. 


appears attainable, but we must 
admit today that we are caught 
in the cross-currents of many 
adverse factors beyond our con- 
trol.” 


CBS Names Cunningham 

Guy C. Cunningham, formerly 
sales manager for Station WEEI, 
Boston, has been appointed direc- 
tor of sales presentations (AM) 


Bowman Gum Elects Savage 

William S. Savage, vice-presi- 
dent of Bowman Gum Corp., Phil- 
adelphia manufacturer of bubble 
gum, has been elected president 
of the company. Mr. Savage suc- 
ceeds Harry W. Shapiro, who has 
been named chairman of the 
board. 


Bell Punch Appoints Gibbons 


BSF&D Names Three in Detroit 

Brooke, Smith, French & Dor- 
rance has made the following ap- 
pointments to its Detroit staff: 
Harrie W. Bonnah and Thomas H. 
Milldebrandt to the production de- 
partment, and James L. Reason to 
the television department. 


Industrial Advertisers Elect 
John H. Dingee, advertising 
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R. C. Sickler, E. I. du Pont de 
Nemours & Co., Wilmington, Del., 
vice-president; David E. Stokes of 
F. J. Stokes Machine Co., Phila- 
delphia, secretary, and Gardner 
Harvey of Atlas Powder Co., Wii- 
mington, treasurer 


Statler Tissue Sets Drive 


Statler Tissue Corp., Somerville, 
Mass., has scheduled daily radio 


its G. B. taximeter. 


for Radio Sales, radio-TV station Bell Punch Co., London, has ap- manager of Henry Disston & Sons, and television commercials over 

representative division of Colum- pointed J. J. Gibbons Ltd., Toronto, Philadelphia, has been elected the Yankee Network, for its paper 
Broadcasting System, New to direct Canadian advertising for president of Eastern Industrial napkins and towels. Chambers & 

Advertisers. Others elected are: Wiswell, Boston, is the agency. 


Lets get straight 


The Association of National Advertisers recently recom- 
mended a reappraisal of radio's rates. Their report 
immediately set in motion a series of events without 
precedent in radio's history. We agree that when any 
new medium, such as television, becomes a sizeable 
factor in planning advertising budgets, it is high time 


to appraise its effect on all media including radio. 


The ANA mace their radio rate analysis only in television 
markets, and many people jumped to the conclusion 
that radio rates everywhere should be reduced. This 
was not inherent in the ANA report. It obviously 
would be unrealistic and, we believe, indefensible to 
analyze radio values in Portland, Oregon, or Wichita, 
Kansas, where TV is non-existent, on the same basis as 


in such TV markets as New York and Chicago. 


As a matter of fact, in Portland and Wichita as in 
many good markets radio families have increased 
and listening is up. Any true revaluation would indi 
cate that a healthy rate increase can be fully justified. 
So again we agree with the ANA that a reappraisal 
of radio rates must be done on a sensible market by 
market basis. It must be based on the present degree 


of radio coverage of each station in each market. 


Amazingly, among the people who jumped to the errone- 
ous conclusion that rates should be reduced uniformly 
without regard to advertising values, were the radio 


networks themselves. 


Columbia rushed into print with an across-the-board cut 
of a flat 10% from 1:00 o’clock in the afternoon to 
11:00 o’clock at night, except for 21% prime evening 
hours when the flat cut was 15%. 


NBC followed this formula almost exactly and ABC came 
next with a 159% cut 1:00 to 11:00 PM. 


But mark this fantastic fact. 


These cuts in rates to the advertiser are not based on any 


appraisal of radio’s advertising values market by 
market. They are not the outcome of any sound analy- 
sis. Just a flat cut no matter what the station’s 


actual advertising value might be! 


This unique conception scems to take the view that each 
network operates from a single wholly-owned trans- 
mitter which sends its signal simultaneously to all 
parts of the country. Actually, each network is com- 
prised of hundreds of individual radio stations owned 
and operated by separate local people or corporations. 
These stations have only a contractual relationship 
with the network with which they are affiliated. The 
essence of these contracts is simply that the stations 
agree to broadcast, for so much money, the programs 
furnished them by the network during certain hours of 
the day. Each station has many hours in which it 
broadcasts its own programs, commercial and public 
service, and so is an important part of its own local 
community life. We won't belabour a point so well 
known to everyone in radio (including the networks) 
and to most advertisers, that radio stations are local 
and individual entities which sometimes carry network 


programs. 


Now the local business men who operate radio stations 
are the people who, as we interpret the network point 
of view, should pay for the cuts in network rates re- 


gardless of their individual worth to the advertiser. 


The networks aren't footing the bill. They simply cut the 
station’s rates without regard to its individual market, 
coverage, penetration, or its power to move merchan- 


dise. 


The advertiser can take advantage of the rate cut only 
between 1:00 PM and 11:00 PM. 


— but 


the networks have cut the individual 


station’s rate for every network program 


including those broadcast before 1:00 PM!* 
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Reo Uses Canadian Papers 

Reo Motor Co. of Canada, To- 
ronto, has launched a drive using 
daily newspapers across the do- 
minion. Financial and automotive 
publications also are being used, 
supplemented by dealer co-op ads. 
Albert Jaris Ltd., Toronto, is the 
agency. 


Taylor Joins Borden PR 

Mack Taylor, formerly associate 
editor of Tide, has joined the press 
section of Borden Co.’s public re- 
lations department. 


Leserer Joins Sil-o-Ette 


Francis G. Leserer, formerly 
merchandise manager of Sage- 
Allen & Co., Hartford department 
store, has been appointed sales 
manager of Sil-o-Ette Underwear 
Co., New York, manufacturer of 
“Sport-tights” garments. 


Green Joins ‘American Wool" 

Lawrence E. Green, with Hearst 
Advertising Service, Boston, will 
join the American Wool & Cotton 
Reporter July 22 as national sales 
representative. 


Ethyl Backs ‘Sportscholar’ 

Ethyl Corp., New York, is spon- 
soring “Sportscholar,” a TV sports 
quiz, over Station KPIX, San 
Francisco. Batten, Barton, Dur- 
stine & Osborn placed the con- 
tract. 


Wayne Welch Inc. Appointed 

Western States Equipment Co., 
Golden, Colo, has _ appointed 
Wayne Welch Inc., Denver, to 
handle advertising for its Westate 
Leveler, billed as a new principle 
in land leveling. 


Plan for Continued Industrial Expansion, 
Sweet Tells Chicago Business Papers Assn. 


Cuicaco, June 12—John H. 
Sweet, publishing director of U. S. 
News & World Report, told the 
Chicago Business Papers Assn. last 
night that the current high level of 
business activity and production is 
in line with the long-term growth 
trend which has been characteris- 
tic of the American economy. 

He pointed out that publishers 


on Radio Rates 


These matters have been viewed very gravely by the inde- 
pendently owned, network-affiliated stations. There 
has been a feeling among many of them that the panic 
exhibited by the networks is unwarranted and can lead 
only to gross inequities to stations, to certain weaken- 
ing of the networks themselves and to a lessening of 
actual network advertising values. The method, viewed 


from any angle, is unfair, unsound and unhealthy. 


The reasons why this method is unfair have been touched 
on here. The reasons why it is unsound and unhealthy 


are, in skeleton form, these: 


indiscriminate slashing of rates can indivate hasty or 
careless thinking. It’s the kind of thinking which, if it 
persists, can spread into other phases of network oper- 
ation — into programming, sales service, research, ete, 
Passed on from the network to the stations, less effec- 
tive effort along any or all of these lines can in time 


be reflected in loss of audience. 


It is equally true that indiscriminate slashing of rates — 
even in the face of the audience gains which so many 
stations can demonstrate — seems to understate and 
undervalue radio audiences both at the same time. It 
can create an impression, among advertisers and 
agencies, that something has happened to the produc- 
tivity of that big web-footed bird that has been 


providing them with golden eggs for so long. 


We think that advertisers want to keep alive and 
strong every medium which their skilled hands can 
use to sell their products and services. We think their 
primary demand is for a fair return for their adver- 
tising dollars. We think that, along with that, they 


want to know what to expect from advertising dollars. 


If that is so, they will not be satisfied with the kind of 


*CBS & NBC cut station rates 10% for all pgms. ABC's cut was 15% 
for all pgms. 


broad generalities in an across-the-board rate cut. 
They will buy radio in the markets and on the stations 
which can demonstrate that they offer a good adver- 


tising value. 


Every radio station — every newspaper or magazine or 
television station — should stand ready at all times — 


in the past, now, or in the future — to prove its worth. 


That's all any sound station wants today. To be con- 
sidered on its own merits. It does not want its 
advertising value arbitrarily reduced without any 
consideration of the facts which prove its advertising 
effectiveness. The station wants to be bought on a 
basis of its worth to the advertiser, and not on an 
artificial formula worked out by the network for cor- 


porate expediency. 


What we ask each advertiser and his agency to do is 
simply this: Put aside the easy judgment that revalued 


radio means devalued radio. 


Measure radio — as you would measure any advertising 
medium — in each market — by what it delivers for 


the dollar put into it. 


We think you will find that radio today is still the least 
expensive direct line to the public and that stations 
throughout the country can prove it — market by 


market. 
* * * 


This message, the first in a series, was prepared as @ 


service to good radio, 


EDWARD PETRY & CO., INC. 


DETROIT DALLAS 
SAN FRANCISCO 


NEW YORK CHICAGO 


LOS ANGELES ST. LOUIS 


and other business men should 
make their plans on the basis of 
continued expansion, with the 
idea that 1960 should show in- 
creases in business volume, with- 
out reference to inflation, of 50%, 
in line with the historical record 
of doubling the national product 
every 20 years. 


es Mr. Sweet, a former president 
of the association, pointed out that 
business papers have in general 
doubled their circulations in the 
past ten years, and that because of 
the useful character of their edi- 
torial service and their selective 
coverage of business markets, 
should continue to increase their 
advertising volume. 

Emil G. Stanley, executive vice- 
president of Traffic World. was 
elected president of the associa- 
tion, succeeding Richard A. Trenk- 
mann, Standard Rate & Data Serv- 
ice, who becomes a director. Frank 
Lederle, Haire Publications, was 
chosen vice-president; Herbert 
Vance, American Lumberman, 
treasurer, and John H. Reardon, 
secretary. Directors elected are 
Mrs. Prudence Allured, Manufac- 
turing Confectioner, and Fred 
Steinhoff, Industrial Publications, 


CBS Splits Sales Service 


Columbia Broadcasting Sy 
New York, has separated its 
work sales service department 
radio and video divisions. M 
ger of the TV division wil 
Robert F. Jamieson, former 
tion relations manager of Du 
Television Network. Thoma 
Maguire, who in the past has 
dled both radio and TV sales 
ice for CBS, will now concen 
on AM network service. 


WTV]. Miami, Names Two 

William VanderBusch, form 
account executive for Sta 
WMIE, Miami, and Frank Bo 
formerly with the Florida 
Miami Beach, have been na 
account executives with Sta 
WTVJ, Miami. 


John Hamlin Backs TV Sh 

John Hamlin Inc., Little R 
Fla., appliance dealer, is spor 
ing the “Hughes Reel,” stra 
but-true stories, telecast Th 
days, 7:45 to 8 p.m., over Sta 
WTVJ, Miami. 


Every Small Homes Guide Reader 
is seriously planning or actually 
building his New Home. He must 
buy your products or your competi 
tor's product. 


Your advertising message in Small 
Homes Guide is a rifle shot, not a 
scatter shot, aimed at a concen 
trated market of known buyers — 
every reader is your prospect. Your 
selling message can't miss in SMALL 
HOMES GUIDE. 


The First Publication in the New 
Home Market. 


/ 
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American Names Three 

Donn B. Tatum, formerly vice- 
president of the Don Lee Broad- 
casting System, has been appointed 
director of television for the 
American Broadcasting Co.’s west- 
ern division in Hollywood. Ernest 
Felix, assistant treasurer of ABC's 
western division, has been named 
acting manager of that branch of 
the network, and Vic Rowland has 
been appointed acting director of 


; who has been recalled to the Air 


Force. 


Cream Wipt Gets Radio Push 
Cream Wipt Food Products 
Co., Philadelphia, will center its 
summer advertising for Cream 
Wipt salad dressing on a heavy 
schedule of radio participations on 
women’s programs over Stations 
WCAU, Philadelphia, and KDKA, 
Pittsburgh. Harry Feigenbaum Ad- 


division's publicity vertising Agency, Philadelphia, 
department, replacing Jerry Ross, | handles the Cream Wipt account. 


the Nation’s cars here 


More than 151 MILLION cars and 
trucks registered in the big 19-state 
market which you sell through 
SOUTHERN AUTOMOTIVE JOURNAL 


QD 106 Peachtree St. N.E. Atlanta 5, Ga 


NEW LINEUP—A. Edward Miller (second 

Life, new president of the New York chapter of American Marketing Assn., is flanked 

here by some fellow officers. At left is John E. Shepherd, assistant to the advertising 

manager of Esquire, vice-president. On the other side are William Shine, director of 

research, Fletcher D. Richards Inc., outgoing president; and Philip Agisim, assistant 
advertising research director of Look, treasurer. 


from left), director of marketing research, 


Appoints Fradkin Agency 

Sherry-Netherland Pharmacy & 
Gift Corner, New York, has ap- 
pointed Fradkin Advertising to 
handle its account. 


‘American’ Names Alvin Dann 

Alvin Dann, formerly a senior 
editor of Sponsor magazine, has 
been appointed publicity director 


Cheese Account to Wilbur 

Alpert’s Cheeses of All Nations 
has appointed William Wilbur 
Advertising, New York, to handle 
its account. 


Snead Advertising Moves 
C. N. Snead Advertising, Ro- 
anoke, Va., has moved into its 


of American Magazine. 


own building at 612 Third St., 
Ss. W. 


He fed 3500 bu corn without lifting a shovel. . . 
loaded 100 trucks manure without hoisting a pitchfork 


... Saved backwork by self-feeders, automatic watering 


troughs, door openers, and portable farrowing houses, 
... raised two batches of pork—which sold for $50,000. 
He runs this pork production by himself, with a 


little help from school-age sons . . 


and pork isn’t his 


only product. L. G. Stevens of Worth County, la. is a 


modern farmer business man, typical of thousands of 


better operators of rural farm factories in the cornbelt. 


Farming is manufacturing .. . highly tooled, 


and mechanized with modern time-saving and cost 


cutting equipment, the latest machines for speed 


and efliciency . . 


is geared for maximum output 


per man or machine hour, the highest productivity 


in agricultural history, 


‘The farm manutacturer’s wife has paced the 


improvements in the farm home to rapid-rising 


farm prosperity ... is adding 
labor-saving appliances, 
electric refrigerators and 
ranges, home freezers, 
automatic washers and 


ironers, T'V sets... 


1 man puts out 
pork ...125 tons 


"(lA 
ag = 


‘@ | 


floor coverings, draperies, and furniture, selected 


for color harmony, pattern, and design. 


Major marketing opportunity . -. . is the 
vast market of the farmer-manufacturers and their 
families on the nation’s best farms... with money 
and means, billions in bank balances, spendable 
cash and savings from a decade of peak prosperity, 
now engaged in all-out defense production. 

General media give light penetration of today’s 
best class audience. The best market is best reached 
by Successrut FARMING’s 1,200,000 circulation, 
with more than a million concentrated in the 15 
agricultural Heart states... with the best soil, the 
largest investment in crops, herd, and equipment, 
greatest vields and earnings... the average SF 
subscriber's annual income is easily 50°, greater 
than that of the average US farmer! 

No advertiser gets the maximum national sales 
without this market and medium. Full facts, any 
SUCCESSFUL FARMING office. 


Merepiru PusiisHinGc Company, 
Des Moines, lowa...also New York, 
Chicago, Cleveland, Los Angeles, 


Detroit, Atlanta, San Francisco. 


Advertising Age, June 18, 1951 


|Publishers Resigned 
to Newsprint Hike 
After OPS Explains 


WasuIncTon, June 12—Newspa- 
per publishers who met Price 
Stabilization Chief Michael] Di- 
Salle today appeared to be recon- 
ciled to some kind of an increase 
in newsprint prices. 

Mr. DiSalle and Mobilization 
Chief Charles E. Wilson are tu 
consult with Canadian officials in 
an effort to determine whether Ca- 
nadians can justify the $10 a ton 
increase which major mills have 
announced. 

At a meeting with domestic mills 
this morning, Mr. DiSalle discov- 
ered that U.S. mills are entitled 
to increases of $3 to $5 a ton under 
the new pricing formula which be- 
comes effective July 2, enabling 
manufacturers to increase prices 
to include recent rises in labor and 
materials costs 

Canadians reportedly have told 
U.S. officials the same formula 
can be used to support recent in- 
creases in Canadian newsprint 
prices. 

Immediately after announce- 
ment of the Canadian increases, 
there was talk here of retaliation. 
But this morning Mr. Wilson re- 
vealed that he had had preliminary 
discussions of the newsprint prob- 
lem with Canadian Defense Minis- 
ter C. D. Howe. 


e “Mr. Howe said,” Mr. Wilson 
told the press, “that the proposed 
|increase in newsprint prices was 
considered so important that it 
was studied by the Canadian cab- 
inet before it was approved.” 

A group of 21 newspaper pub- 
lishers who met with Mr. DiSalle 
this afternoon decided that no ac- 
| tion should be taken on newsprint 
prices until consultations have 
| been held with Canadians. 

During the meeting, OPS offi- 
cials pointed out that Canada, 
which supplies 5,000,000 of the 6,- 
000,000 tons of newsprint used 
here annually, is not subject to 
| U. S. price controls. 

While OPS could put a ceiling on 
| the price U.S. publishers could pay 
| for Canadian newsprint, officials 
| feared such a move would merely 

divert newsprint to markets which 
are offering considerably more 
than the contract price which Ca- 
nadians get here. 

The newsprint price problem 
| will apparently become part of a 
| general study of U. S. and Canadi- 
| an trade relationships. 

Canadian officials have pointed 

| out that Canada has placed or- 
' ders here for about $125,000,000 of 
defense materials, but that the U. 
S. purchases from Canada total 
| only $30,000,000. 

Presumably the hike in news- 
print prices, which would bring 
Canada about $50,000,000, is part 
of an effort to balance Canada’s 
account. 


Exakta Names Berkowitz 


George J. Berkowitz, formerly 
j}eastern editor of Modern Pho- 
tography, has been named director 
of publications for Exakta Camera 
,Co. Mr. Berkowitz will be in 
charge of editing and production 
of all consumer and dealer publi- 
|cations, including magazines and 
books. 


| Budweiser Stays on TV 

A series of motion pictures will 
be Budweiser’s summer replace- 
ment for the “Ken Murray Show” 
(CBS-TV, Saturdays at 8 p.1in., 
EDT). The comedian will return 
for Anheuser-Busch, St. Louis 
(D'Arcy Advertising), Sept. 8. 


121,832 TV Sets in K. C. 

The Kansas City Eiectric Assn. 
reports 3,309 television sets sold 
to dealers in May, bringing the 
total receiver distribution in the 
Kansas City area to 121,832 as of 
| June 1. 
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LEE P. HENRICH 


“Being at heart a really modest person,” says Mr. Henrich, 
“it is difficult for me to describe Henrich in glowing terms 
—but here goes: My first job was with the Hoover Co., of 
North Canton, Ohio, where | did everything from work- 
ing in the shipping department at 45¢ an hour to man- 
aging the San Francisco Fair exhibit. My association with 
W. L. Stensgaard and Associates was interrupted by World 
War II. I was in the Army and the Navy—and for half an 
hour was in both. After the Japanese surrendered, I re- 
turned to Stensgaard’s as Senior Account Executive and 
second largest stockholder. The latter part of 1947 I joined 
Hart Schaffner & Marx as director of Advertising and 


Public relations, and member of the Executive Committee.” 


imp@rteaent fo 


_ 


— 


‘I read 


week after weeh"’ 


Says LEE P. HENRICH 


Director of Advertising and Public Relations 


HART SCHAFFNER & MARX 


“To be informed of world events—political, social, 
economic; to be aware of our industry's developments, 
changes, trends; and to know what's what in this pro- 
fession that affords me a livelihood—requires a lot of 
reading time. | don't have a lot of time, nor do | like 
abridged digests of emasculated digests. | don't like 
yesterday's hash—nor thin, meatless stew. When | 
read a publication devoted to advertising (veracity 
assumed) | want articulate, logical, forceful argument 
for the entree, a side dish of opinion, and a little wit 
for dessert. That's why | read ADVERTISING AGE from 


cover to cover, week after week."’ 


important. people! _ 


\ 


couenr to cover 


Advertising Age 


see 
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World Show Gets Sponsors 
Freedom Is Our Business, 
World Broadcasting System's lat- 


est transcribed library program 
starring Robert Montgomery, is 
now being carried commercially 
by more than 200 stations A 
breakdown of local sponsors by 
categories shows automobile deal- 
ers, appliance dealers, insurance 


companies and banks as the lead- 
ing categories 


at LOWER 
SALES COST 


Door to door Selling—bet 
ter known os DIRECT 
SELLING s building 
giant volume avickly for 
many manvfocturers 0 
may be your 
present day complex soles 
problems. Direct Selling is 
fully explained in fascinat 
ng booklet—mailed FREE 
Piecse write on your let 


answer to 


terhead 

OPPORTUNITY MAGAZINE 
28 E. Jackson Bivd 

Dept. A7!, Chicago 4, til 


- Top Management Often Worst Enemy 


of Advertising, Fatt Tells AFA 


Sr. Louts, June 11—An aggres- 
sive attack for more advertising, 
aimed primarily at business man- 
agement, was urged here today 
by Arthur C. Fatt, executive vice- 
president, Grey Advertising Agen- 
y, New York. 

Speaking before the opening 
general session of the 47th annual 


AFA Convention 


convention of the Advertising Fed- 
eration of America, Mr. Fatt said 


that advertising is “America’s 
No. 1 whipping boy,” but that 
‘appeasement” won't ease the 
situation. 

“In general,” Mr. Fatt said, 


when advertising comes under at- 
tack, “we take a defensive posi- 


tion. We argue from weakness. 
We're apologetic. We're humble. 


e “I believe that, in most situa- 
tions, the best defense is a power- 
ful aggressive attack...I say this 
is no time for explanations with 
regard to advertising’s role in our 
economy...Neither is this a time 
to try to bribe our way into the 
good graces of those who frown on 
advertising by piling one public 
service program on top of another. 
The bald fact is that few of those 
who violently disapprove of ad- 
vertising will ever be made to 
love it. 

“Instead of trying to hold our 
present hard-won position with 
purely defensive and delaying 
tactics, I would like to see the 
industry wade out slugging and 


actually prove its rights to larger | 


advertising budgets! 

“But—I would 
ask for larger advertising budgets 
by a factual demonstration of the 
need for larger budgets, not by 
emotional appeals. 


es “And I suggest moreover, that 
we center this attack not on the 
public, not on the self-labeled 
‘liberal’ group, not on the academ- 
ic economist—but on top manage- 
ment.” 

Not only are there as many 
doubting Thomases about adver- 
tising among top management as 
anywhere else, Mr. Fatt said, but 
if top management can be sold on 
advertising then it will hold the 
line for advertising more effec- 
tively on various fronts than ad- 
vertising interests themselves can. 
“Give me 500 top corporation ex- 
ecutives fighting for advertising, 
and it’s a foregone conclusion that 
they will accomplish more than 
an army of advertising practi- 
tioners,” he said. 
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THE READING ROOM OF THE ALGONQUIN CLUB, BOSTON. Photograph by Nickolas Muray 


Company is your assurance 


Papers... 


The name, MeLaurin-Jones 


of superior-quality papers for 
printing and packaging 
purposes —a name that is 
famous throughout the world 
for generations of skill and 
craftsmanship in the creation 
of new and improved papers 


for business and industry. 


cellence, 


label, 


Among the wide range of McLaurin- 
Jones papers, 
ore: 
finish coated paper for printing, 
box 
postcard work. 
Gummed Papers for labels, seals 
and stickers. Old Tavern Gold and 
Silver Metallics 
work and printed pieces. Relyon 


famed for their ex- 
Waretone, mirror- 
covering, cover and 
Guaranteed Flat 


for labels, box 


Reproduction Paper for the print- 


ing trade. 
Tapes, Stays, and Gummed Cam- 
brics for boxes, 
containers. 


A full line of Sealing 


cartons, and 


McLaurin-Jones Papers are advertised regularly in NEWSWEEK and BUSINESS WEEK 


“A PIONEER IN PAPER PERFECTION” 


McLAURIN-JONES COMPANY | 


BROOKFIELD, MASSACHUSETTS 


Offices: New York - Chicago - Los nota a 
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“But we must do more than ad- 
vertise advertising to top manage- 
ment,” he insisted. “We must drop 
all our cliches and our starry- 
eyed images. We must not claim 
everything in sight. Instead, we 
must present a sober evaluation 
of advertising; an evaluation that 
will strike an intelligent business 
man as being as sane as a properly 
drawn up balance sheet.” 


gs To take the story to manage- 
ment and to do a selling job, Mr. 
Fatt suggested a 17-point analysis 
of the long-range social, political 
and economic facts in which ad- 
vertising plays a role. These in- 
cluded: 

1. “Advertising’s major contri- 
bution to our social welfare has 
been its creation of a state of holy 
dissatisfaction among our people, 
of a perpetual desire to better their 
living. Advertising’s basic role is 
to constantly build wants that 
will be at least as large as our 
capacity to produce—and if pos- 
sible, larger.” 

2. The basic trend in public buy- 
ing has been toward the purchase 
of known brands, but the degree 
of dependency of corporations on 
the known brand, and therefore on 
advertising, “is something that top 
management does not always com- 
prehend fully.” 

3. “Today we spend over 60% 
for what are called deferrable 
purchases—meaning that they are 
not sheer necessities. The more 
the public spends for such items, 
the more advertising is required 
to induce the public not to defer 
such purchases. We must tell that 
story to management, in full de- 
tail.” 


e 4. By and large, advertising has 
not kept pace, in volume, with 


| our population growth. “Too many 


advertising budgets are no larger, 
in actual purchasing power of ad- 
vertising impressions, than they 
were when we were a nation of 
100,000,000 or 120,000,000 people.” 

5. “Our population is spread- 
ing out geographically. The wider 
the area covered by the popula- 
tion, the greater the need for mass 
selling. Advertising is mass sell- 
ing.” 

6. “All mass retailing today is 
predicated on pre-sold brands. A 
brand is pre-sold by advertising. .. 
Over the long term, retailing will 
become as mechanized is the 
modern factory. The more robot 
retailing becomes, the more vital 
advertising becomes.” 


as 


e 7. “Floor selling is rapidly dis- 
appearing. Fewer retail stores 
have salespeople. Most mass re- 
tailers merely have attendants... 
The less selling on the retail floor, 
the more advertising is indicated.” 

8. “A major reason for adver- 
tising in the years ahead is to 
pre-sell the brand so strongly that 
it will be able to compete in the 
now-looming era of impersonal 
mass selling. There is an ever- 
widening gap between the finished 
product and its ultimate sale—a 
gap left by the gradual lessening 
of personal selling all along the 
selling line. Only advertising can 
bridge that gap.” 

9. The one-stop shopping unit 
is being constantly developed, and 
a one-stop unit “can be success- 
ful only if it attracts and holds a 
sufficient percentage of the daily 
in-store traffic as one-stop cus- 
tomers. And one-stop shopping 
rests on known brands. Here is a 
whole new concept for manage- 
ment.” 

10. Modern retailing methods 
practically make it impossible to 
sell effectively products which 
do not have a strong consumer 
franchise. 


e il. 
ing 


Brand loyalty is disappear- 
rapidly—“the consumer is 


showing a dismaying impartiality 
as between advertised brands of 
Advertising has 


the same item 
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done a good job of convincing 
consumers that ‘if it’s advertised, 
it’s good,’ but a poor job of con- 
vincing consumers that ‘if it’s 
Blank’s—it’s best.’ One reason for 
that flop is an anemic advertis- 
ing budget.” 

12. “It has been customary to 
look on the ‘private’ brand with 
scorn, but the fact is that the 
‘private’ brand is no longer un- 
known, unsung, or unwanted., 
There are actually scores of pri- 
vate brands which are more 
heavily advertised and enjoy a 
larger volume than 75% of the 
national brand competition.” 

13. The manufacturer’s brand 
can no longer wield a club over 
the retailer. “The mass retailer 
has, indeed, grown stronger than 


98% of our manufacturers’ 
brands.” 
e 14. “A brand today must be 


more than merely known. It must 
have strong consumer demand, 
strong consumer preference.” Yet 
in the rug field, where two com- 
panies are spending considerably 
over $500,000 a year for adver- 
tising, no single producer can 
claim as much as 5% of his volume 
is due to consumer demand. The 
same holds true in appliances and 
in food, but is iess true in the 
drug and cosmetic field, where a 
higher percentage of products 
seem to have consumer demand. 
15. The mounting multiplicity of 
advertised brands, the lessening 
differences in unique features as 
between brands, and the lessening 
differences in price as between 
brands, all mean stronger adver- 
tising to make an impression. 


@ 16. Manufacturers are being 
told, bluntly, that they must de- 
cide whether their future is to be 
that of a satellite producer to large 
mass retailers, or an independent 
producer. “What this boils down 
to, clearly, is that in the future 
a manufacturer will enjoy either 
a consumer franchise or a dis- 
tributor franchise. If he has a 
consumer franchise, he will be 
independent. If he has only a 
distributor franchise, he will be 
a satellite. Either he manufactures 
customers as assiduously as he 
manufactures merchanuse, or he 
will wind up manufacturing mer- 
chandise exclusively; distribution 
will be out of his hands.” 

17. “More and more, both 
wholesalers and retailers are be- 
coming simply distributors. More 
and more, they cater to demand— 
consumer demand. Less and less 
do they create demand. The mass 
production of customers is, there- 
fore, becoming solely the manu- 
fact’ rer’s task.” 


@ “Oddly enough,” Mr. Fatt con- 
cluded, “advertising is spending 
more money and more time 
advertise advertising to the pub- 
lic and to so-called influential 
groups, than in advertising itself 
to management. Advertising must 
indeed be advertised to manage- 
ment—advertised hard, intelli- 
gently, consistently. 

“Those whose function it is to 
manufacture merchandise have 
learned well the art of selling their 
needs to management. Now ad- 
vertising, whose function it is to 
manufacture customers, must 
learn the same art. 

“If we do this job and do it up 
brown—then I predict that dver- 
tising will find itself under less 
vigorous attack; because adver- 
tising wili then have a staunch 
and powerful advocate—top man- 
agement.” 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 
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Snellenburg Names Maguire 


Miss Abigail Maguire, copy- 
writer for N. Snellenburg & Co., 
Philadelphia department store, has 
been named basement advertising 
manager of the store. Miss 
Maguire replaces Mary Jane Hope, 
who has resigned to join the edi- 
torial staff of the Philadelphia 
Evening Bulletin. 


Joins Frederick & Nelson 

Miss Betty Strehlau, who for- 
merly handled promotion for 
Western Hotels, Seattle, has joined 
the advertising staff of Frederick 
& Nelson, Seattle division of Mar- 
shall Field & Co. 


KOKO, La Junta, Joins MBS 

Station KOKO, La Junta, Colo., 
joined the Mutual Broadcasting 
System May 25. 


Spring Marketing Meet Set 


The 1951 spring conference of 
the American Marketing Assn 
will be held at the Hotel Statler, 
Detroit, June 20-22. The program 
will include speakers from indus- 
try, merchandising, publications, 
research organizations, govern- 
ment and university marketing 
schogls. 


Foster Buys ‘Western Motels’ 
Bryce E. Foster, publisher of 
Pacific Northwest Hotel News, has 
bought the new monthly Western 
Motels & Resorts, with controlled 
circulation in the Northwest. 


Connor Joins Altnow Agency 

Barrv Connor, formerly with 
Advertising Counselors, has joined 
Altnow Advertising Co., Seattle, 
as an account executive. 


Sell the “HEART" of the Family 
ana America’s 


LEADING 


MONTHLY 
to Families with 
YOUNGER 
CHILDREN 


(3 te 10) 
Write fer Market Dete Folder A 
1018 S. Wabash Ave., Chicage 
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“We get wonderful response from our ads in 


KANSAS FARMER, even when we don’t ask for it.”’ 


That's pulling power! But it’s what happens 
whenever an advertisement for Hyer Boots runs in 


KANSAS FARMER. 


KANSAS FARMER does a 2-way job for the makers 
of fine Hyer Boots. Mr. Hyer puts it this way: 


“Not only is it very influential as far as our customer 
is concerned, but just as influential with our dealers. 


In planning our schedule, we always make sure 


that we include KANSAS FARMER in our list because 


it does produce results!” 


if you want to reach Kansas farmers, and get RESULTS, 


join the Kansas advertisers who use KANSAS 


FARMER and say: 


“We Live in Kansas... We Ought to Know!” 


THE BUSINESS PAPER 
OF KANSAS FARMERS 


"KANSAS FARMER is Tops 
in Producing Results!" 
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Says H. DEAN HYER 
C. H. Hyer and Sons, Inc. 
Olathe, Kansas 


First Choice 
For 76 Years 


Those who demand the best have 
chosen Hyer for four generations 
Hyer boots are made of 
Grade A leathers and 
to give better, 
fit 


finest 
Guaranteed 
more comfortable 
: You can order your favorite 
eel and toe shape in any 
Stock design — 
tom made to 


Hyer 
or have yours cus. 
your own design 


Sizes for men 
and women 
See HYER Boots 
at your dealer 
OF write direct 


Makers of Fine Boots Since 1875 


Editorial and Business Offices * Topeka, Kansas 
Published by Capper Publications 
Largest Agricultural Press in the World 
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JWT Names Thomas Collison 


Thomas F. Collison, formerly 
public relations manager of the 
Chamber of Commerce of the 
United States, has joined J. Walter 
Thompson Co., New York, as a 
member of the public relations de- 
partment. 


Appoints Horton-Noyes Co. 
Dewey & Almy Chemical Co., 
Cambridge, Mass., manufacturer of 
chemical and rubber specialties, 
has appointed Horton-Noyes Co., 
Providence, R. L., as its agency. 


Brisacher L. A. Office Moves 

The Los Angeles office of Bris- 
acher, Wheeler & Staff, San Fran- 
cisco agency, has moved to 1680 
N. Vine St., Hollywood 28. 


Penn Stations Rap 
Per Inquiry Rates, 
Network Rate Cuts 


WERNERSVILLE, Pa., June 13— 
The Pennsylvania Assn. of Broad- 
casters on June 11 went on record 
against the acceptance of per in- 
quiry arrangements with adver- 
tisers. 

The group, meeting in a state 
convention for two days here, re- 
solved that none of its members 
should accept P. I. deals because of 
their effect on regular commercial 
sales, 

The group also expressed itself 
as “unalterably opposed” to the 


IRVING WOOLF & CO. 


repropuce with Photo Gelatin 
ONE TO FULL COLOR e ECONOMICAL e BEAUTIFUL 


CHICAGO. 35 S. DEARBORN -ST 
LOS ANGELES 6769 LEXINGTON AVE 


cutting of rates by the major net- 
works as both unwarranted and 
unnecessary and without basis. 
Speakers during the discussion of 
rates said the networks were hasty 
and slightly hysterical over tele- 
vision competition. 

John S. Booth, president of Sta- 
tion WCHA, Chambersburg, was 
elected president of the association; 
Roger W. Clipp, general manager 
of the WFIL stations in Philadel- 
phia, was named vice-president; 
Dave J. Bennett, sales manager of 
WKBO, Harrisburg, was named 
secretary. George E. Joy, general 
manager of WRAK, Williamsport, 
was elected treasurer. 


Heintz Names Dickow V.P. 

Herbert R. Dickow, research 
director and account executive of 
Heintz & Co., Los Angeles, has 
been named a vice-president of 
the agency. 


Eureka Names Coty S. M. 

C. Kenneth Coty has been ap- 
pointed general sales manager of 
Eureka Specialty Printing Co., 
Scranton, Pa 


ARTHUR SIEGEL 

Sr. Lours, June 12—Arthur Sie- 
gel, vice-president in charge of the 
Outdoor Advertising Inc. office 
here, died yesterday after a short 
illness. 

Mr. Siegel entered the advertis- 
ing business with the Frank Gai- 
ennie Advertising Co. here, which 
was engaged in theater program 
advertising in the early 1900s. He 
later served on the staffs of St. 
Louis Paper Co., Poster Advertis- 
ing Co. and Genera] Outdoor Ad- 
vertising Co. 

He joined OAI as a sales execu- 
tive when the company was formed 
in 1931. 


PAUL C. WICKER 

Vancouver, Wasn., June 12— 
Paul C. Wicker, 49, business man- 
ager of the Vancouver Columbian, 
died June 2 after a year’s illness. 

Mr. Wicker began his advertis- 
ing career in 1923 as an account 
executive for Honig-Cooper Co. in 
Portland, Ore. Two years later he 
became manager of the merchan- 


Only LIFE international offers 


ee 


ee 


No other English-language or consumer export 
trade magazine offers international advertisers so 
large a quality circulation. In 1951 LIFE Inter- 
national’s circulation has climbed to a total net 
paid of 326,572—far above the 200,000 base. 

This is one reason why for the first 4 months of 
1951 LIFE International’s advertising linage is up 
75% over the same period in 1950. 


Here are other reasons—all LIFE International 


exclusives: 


1. Only LIFE International has the picture im- 
pact of LIFE in the U. S.—picture impact that 


means an average of 10 readers per copy. 


2. Only LIFE International is read by more 
than 3,000,000 influential people in every mar- 
ket around the world. 92°% of circulation goes 
to those in business, government and the pro- 
fessions. 


3. Only LIFE International offers such low cost 
per page per thousand with one world-wide 


circulation. 


4, Only LIFE International combines the larg- 
est page size with quality full-color reproduc- 
tion. Domestic plates can be readily used by 


international advertisers. 


One edition, world-wide 
circulation of over 325,000 


Published fortnightly —the English- 


language world-wide edition of LIFE 


International Edition 


TIME-LIFE Building, 9 Rockefeller Plaza, New York 20, N. Y. 


In every market—read by the thousands who influence the millions 
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dising service department of the 
old Portland News-Telegram, 
where he later became advertising 
manager. 

In 1933 he was named national 
advertising manager of the Port- 
land Oregonian but resigned two 
years later to form his own adver- 
tising and public relations con- 
cern, Crosley & Wicker, with J. T. 
Crosley, advertising director of the 
Oregonian. He joined the Columbi- 
an staff 14 years ago. 


MUNSON G. SHAW 

New York, June 14—Munson 
G. Shaw, 73, former board chair- 
man of National Distillers Corp., 
died at St. Lukes Hospital yester- 
day. 

After attending Harvard, in 
1898 he became head of Alex. D. 
Shaw & Co., wine and liquor im- 
porter, founded by his father. 
When it was merged with National 
Distillers in 1933, Mr. Shaw was 
made chairman of the board. In 
1938 he founded his own com- 
pany. 

He was a former chairman cf 
the Council of Alcoholic Beverage 
Industries, and chairman of the 
executive committee of the Na- 
tional Assn. of Alcoholic Bever- 
age Importers. 


EILEEN HAZEL FLAKE 

Fort WortH, June 12—Eileen 
Haze! Flake, for 23 years a member 
of the WBAP (AM-FM-T\V) staff, 
died May 30 after a brief illness. 

Miss Flake started with the sta- 
tion in 1923 as a secre‘ary, and be- 
came traffic chief in 1938 after 
having worked in almost every de- 
partment of the station 


FRANK E. SANDS 


Meripen, Conn., June 12—Frank 
E. Sands, 87, former publisher and 
one of the founders of the Meriden 
Journal, died June 8 after a heart 
attack. 

Mr. Sands helped found the 
Journal in 1886 and headed the 
organization until his retirement 
in 1949, when the paper was pur- 
chased by the Meriden Record Co., 
which also publishes the morning 
Meriden Record 


HORACE E. DELANO 

Mimi Vatiey, Cau., June 12— 
Horace H. Delano, 65, formerly 
advertising manager of the Chris- 
tian Science Monitor, Boston, died 
here recently 


O'Connor Joins ‘Promenade’ 
George E. O'Connor, formerly 

with Esquire, has joined the sales 

staff of Promenade, New York. 
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pocket lighter hes 
the pull-out case for 
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windproof end UNCONDITIONALLY GUARAN. 
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May Advertising Pages and Linage in National Magazines 


Ofticial Figures as Compiled by Publishers’ Information Bureau 


Publications with an * report directly to ApverTisinc AcE 


May May dan.-May 
1951 1950 1951 

Weeklies, Bi-Weeklies, Semi-Monthlies 
*Capper's Weekly — 41 29 25.4 
"Christian Advocate ....... 21.7 14.0 122.5 
Collier's ; 166.6 129.9 680.8 
Cue 91.0 98.3 435.5 
Grit “49 178 846 
> dagacatn cen coniaeatuate 355.1 400.2 1,656.1 
 RPRIE pee 148.6 132.4 636.4 
New Yorker 312.6 289.0 1,410.4 
tT Newsweek 259.1 260.0 1,1946 
=r 53.7 63.7 214.9 
PEEP RES 30.0 1.0 136.0 
Saturday Evening Post 424.3 424.9 1,801.6 

“Saturday Review of 

Literature 47.5 71.3 279.7 
*Sporting News 25.5 34.2 126.7 
tTime 343.3 351.8 1,580.0 
U. S. News & World Report 134.6 92.8 618.6 

Total Group 2,402.6 2,383.2 


dan.-May May 
1950 1951 
24.7 9,230 
94.5 8.990 
637.8 113,262 
427.3 39,011 
98.7 15,626 
1581.9 241,373 
587.7 101,044 
1,374.8 134,082 
1,047.4 108,711 
242.2 22,547 
2.0 — 
1,785.7 288.431 
297.8 20,407 
138.2 27,666 
1441.3 144,158 
483.4 56.475 


~10,867.8 10,263.4 1,331,013 


May dan.-May Jan.-May 
1950 1951 
6.536 56.915 55.223 
5.812 50.690 39.127 
88,359 462,786 433,513 
42,172 186.798 3 
18,664 88,850 103,594 
272,112 1,125,618 1,075,059 
90,000 432,659 399.412 
124,001 605.051 589,384 
109,210 502,073 439,472 
27,310 90,190 103,979 
288,959 1,224,541 1,213,825 
30,579 120,015 7,785 
37,138 137,563 149.870 
147,756 663,345 605.013 
38,983 259,595 194,351 
1,327,591 6.006.689 5,713,011 


tFour issues in May 1951: five issues in May 1950. <Not included in totals. §Started accepting advertising in April 1950: 


only full-page units accepted. 


’ 

Women's 
="Better Living 414 ea 
=" Everywoman's 24.6 —_ 
Family Circle .... 60.3 53.0 
Good Housekeeping . 184.5 190.8 
*Holland’s Magazine 17.9 20.5 
Household 48.3 50.7 
Ladies’ Home Journal 148.9 1415 
McCall's Magazine 74.5 80.1 
Parents’ Magazine 66.0 711 
Seventeen 109.4 128.6 
Today's Woman ....... 83.6 63.3 
*Western Family: 

Southwest Edition .... 42.5 50.5 

“zNo. Calif. Edition ... 37.9 — 

Northwest Edition 40.3 43.1 
‘Woman's Day ........ 74.8 61.0 
Woman's Home Companion 93.7 83.1 

Total Group 1,004.4 994.2 


Not included in totals. “Started publication with May 1951 issue. 
' with 


at end of linage tabulation. “Started 
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General 


*American Forests 16.7 12.46 
American Legion .. 146 12.1 
— oe 37.7 445 
Argos : 19.3 14.9 
Atlantic Monthly 20.1 23.6 
“Christian Herald ... 25.1 35.9 
*Columbia e 45 5.4 
Coronet 20.0 22.0 
Cosmopolitan 38.7 60.8 
*Eagle Magazine 6.6 68 
*Ebony .. 510 45.3 
Elks Magazine 10.5 9.7 
Esquire - 77.4 65.9 
*Extension 20.3 21.7 
DE: edecnkwos 4.5 3.1 
"Grade Teacher 30.0 35.7 
Harper's Magazine 219 28.1 
Holiday . 90.5 93.1 
*Improvement Era 29.7 28.4 
*Instructor . 24.7 23.5 
*Motor Boating . $1.7 96.9 
National Geograpnic 54.8 51.3 
*Our World 26.1 25.3 
*Promenade ..... 244 248 
Redbook apovee 24.8 24.7 
*Rotarian 6.6 7.7 
| na pide 20.3 18 
epee 7.8 6.3 
Town ‘. Country 66.8 65.3 
eons 348 37.5 
“acing 80.6 94.7 
Total Group . 1,012.5 1,066.4 
tMay-June issues combined. 
Home 
American Home 73.5 75.2 
Better Homes & Gardens ...... 188.4 198.2 
House Beautiful . . ; 160.6 173.1 
House & Garden 129.6 138.3 
Stliving .... $8.7 28.3 
mset Magazine Pee 101.3 
Total Group 686.1 


= Not incuged in totals. No ‘hes 71950 issue. 


Fashion 


Charm .4 101.6 
erase 115.3 128.4 
Harper's Bazaar . 103.7 107.2 
Mademoiselle .. 103.8 97.8 
WEE ccsce 159.7 129.5 
Total Group 602.9 564.5 
Sestiiiemenenindte 
Dell Modern Group: 
D-Modern Romances .. 5 %.7 
D-Modern Screen .... 418 40.3 
O-Screen Stories ..... 31.9 %1 
Fawcett Women's Group: 
Fawcett Screen Unit: 
F-Motion Picture ........ 33.9 38.0 
F-Movie Story Magazine . 311 35.9 
F-True Confessions .... 46.2 44.6 
Hillman Women's Group 41 118 
Hillman Movie Group . . 3.5 89 
Ideal Women’s Group ..... 12.3 11.7 
Ideal Movie Group ..... 46 8.3 
Ideal Romance Group . 92 6.0 
I-Personal Romances .. 13 42 
Screentand Unit ....... 27.3 25.6 
“Secrets Romance Group: 
=tS-Revealing Romances 12.0 _ 
S-Secrets 20.0 19.5 
True Story ‘Women's Group: 
T-Photoplay 45.6 56.4 
T-Radio & Television Mirror .. 24.6 1 
T-True Experiences ‘ 25.8 32.1 
T-True Love Stories ........ 26.2 31.2 
T-True Romance 27.9 35.9 
T-True Story ee 58.4 66.8 
Total Group , ~ 520.2 ~ 580.1 
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2,428.6 


Special University Press Issue published May 6, 1950. 


— 1.754 
0.560 
240.9 25,826 
7419 78.992 
112.1 7,687 
246.2 20,661 
624.7 101,201 
353.0 50,646 
323. 28,248 
545.8 74,401 
2478 35.854 
1993 18,252 
— 16.24 
176.5 17,306 
287.3 32.034 
386.9 63,721 
4,309.7 537,523 
"Started 
issue 
64.5 7,028 
81.0 6.151 
188.2 15,858 
73.1 8,281 
100.7 8.442 
210.1 10,747 
34.7 3.091 
90.0 3,640 
259.3 16,579 
27.7 2,782 
194.0 34,710 
48.6 4,528 
268.2 52,598 
125.4 13,947 
143.6 14,782 
156.2 13,220 
115.4 9.169 
319.5 61,487 
1518 12,754 
145.1 16,874 
496.6 045 
215.2 13,032 
126.8 17,781 
113.1 10,474 
1124 10,639 
44 2.785 
33.6 6.888 
%6.7 3,353 
300.5 856 
156.6 14,935 
485.0 47,593 
4,908.0 537,049 
318.7 46,452 
753.5 119,02! 
5364 101,417 
467.5 81,818 
112.6 37,070 
364.3 50,109 
2,440.4 398,821 
34.9 51,697 
505.0 49,439 
5346.6 65,498 
490.0 44,577 
780.2 100.910 
686.7 312,121 
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2,584.5 223,370 


17,754 

52.635 

22.754 029 
$1,706 313,473 
8.806 5.150 
21.670 102.444 
96,226 412,690 
440 3,892 
30,405 132,533 
87,422 345.109 
27,102 139,759 
21,682 86,319 
75,247 

8.500 3.409 
26,160 145.921 
56,509 270,759 
534,882 2,358,078 


5.292 30,926 
5,100 32,368 
18,669 68.161 
6,395 42,282 
9,933 42,631 
15,400 86,931 
3,681 19,969 
4,004 19,110 
26.066 90,092 
2.864 10,054 
30,770 168, 386 
4,166 21,402 
44,914 0,883 
14,916 76,519 
12,866 65,319 
15,729 68,683 
11,796 396 
63,258 216.774 
12,178 61,810 
16,057 82.935 
56,987 64,503 
12,208 49,091 
17,170 82,313 
10,653 50.203 
0,589 53.625 
3,324 15,348 
7,910 23,906 
2,712 13,887 
43,800 40.019 
16,078 62,23 
55.684 255.451 


561,169 2,562,232 


47,554 628 
125,227 474,682 
109,333 340.014 

87,247 285, 

17,889 117,928 

42,541 185,629 
411,902 1,488,049 

43.647 188.978 

55,117 232,442 

7,699 379,613 

41,988 213,320 

81.864 536, 


15,715 72,221 
17.292 72.782 
15.468 62.940 
16,271 63,027 
15.394 61.320 
19108 83.177 
5122 26.832 
3.819 10,362 
5,008 30,898 
3.545 11/593 
2577 —«:19.167 
1:793 2 
10982 55.873 
— 
8351 44.833 
24,150" 81,397 
12875 54.400 
13.740 56.580 
13375 57.777 
5.398 60.943 
28.704 113.425 


248,687 1,042,232 


“1,108,648 


#Not included in totals. +Changed from bi-monthly to monthly effective February 1951; not published during 1950. 


NOTE: Figures for each lication im the Dell, 


pud 
Groups as a whole PLUS additional advertising carried by each individual publication. 


409.2 316.2 
464 4.1 
40.5 31.7 

115.0 97.5 
83.8 772 
34.8 36.6 

729.7 603.3 


1,868.4 
230.5 


202.4 
533.0 
417.8 
160.3 
3,412.4 


1 poky cf 171,739 


210. 19,470 
171.0 16,989 
475.0 72,680 
397.1 51,590 
170.3 14,913 

2,995.3 347,381 


132.821 784,028 
18,478 96.645 
13,299 84,976 
61.620 336.856 
47.586 257,334 
15,670 68.614 

289,474 1,628,453 


Fawcett and True Story groups include all advertising carried by the 


300, 
244,537 
“72.988 

1,437,133 


May n-May Jan-May May May r , 
1951 «1980 398T 1950 1951 1950 1951 1 
Youth 
*The American Girl 195 160 89.7 679 8369 6876 466 29,112 
Life 1996 194 76.8 675 13354 13.146 52.253 5, 
*Child Life 22 10 li 65 904 440 am 2:833 
*Open Road . 106 04a 420 483 4555 6178 17.981 20.710 
Scholastic Magazines 486 29.7 = 1752 17.7 20,381 4860 -73,494 ‘435 
Total Group 1005 805 394.7 ~ 307.9 47,603 39126 ~ 186,965 148,010 
Outdoor & Sports 
“American Rifleman 4.0 490 2178 2340 19,719 21012 93,408 100 
Field & Stream 724 7 3162 3511 31.088 ‘892 135.648 150.632 
=*Fur-Fish-Game 197 237 1033 1158 8436 10,159 44,241 49. 
Zt*Hunting & Fishing 38.6 ee 137.7 — 16,550 — 059 —_— 
Outdoor Life 62.0 0 287.4 0 26.651 35.169 123,347 132,560 
Sports Afield 656 78.0 2750 3265 28.151 33.428 117.943 139,122 
Total Group 246.0 299.7 10964 12186 105,609 128501 470.346 ~ 522.680 
ZNot included in totals. Combined with Outdoorsman effective February 1951] issue 
Magazine Linage Trend Figures in thousonds 
WEEKLIES 
1951 
may| 4,33/ | 
apa.[ 1,405 } 
1950 


a 


Science & Mechanics 

Mechanix Iilustrated 66. 67.7 

Popular Mechanics 124.6 147.5 

*Popular Science 1116 135.4 
Total Group 303.1 350.6 

Detective & Fiction 

Dell Men's Group 18.5 22.5 

=9*Macfadden Men's Group 21.2 — 

*Popular Fiction Group 19.2 138 

*Thrilling Fiction Group 95 128 


103.6 
92.5 


94.4 
59.8 


3778 14,993 
749.7 7,900 
694.9 25,004 
1,822.4 67,897 
106.0 7.934 
_ 9.105 
49 4,291 
67.3 2,128 


Total Group 47.2 49.1 257.8 238.2 14,353 
Not included in totals. §$Group contained three magazines in May 1951; two magazines in 
Farm 
Capper's Farmer 49.1 56.4 255.9 278.7 3,390 
Country Gentleman 110.0 122.2 $12.7 5406 74,819 
Farm Journal 91.4 118.5 488.5 537.3 194 
tFarm & Ranch with Southern . 

Agriculturist 32.0 412 202.3 230.4 21.627 
tProgressive Farmer 80.4 90.3 427.7 4492 54,703 
Successful Farming 96.2 104.4 496.5 $324 43,287 

Total Group 459.1 533.0 2,385.6 2,568.6 267,020 
tSee note at end of linage tabulation. 

Magazine Sections (1) 

(Nationally distributed 

with Sunday newspapers) 

American Weekly : 53.5 60.4 260.5 318.3 53,401 . 259,744 
Parade 39.6 34.0 204.9 1925 33,656 28,874 173,935 
This Week Magazine 62.6 64.0 330.7 323.4 53,186 54,378 850 

Total Group 155.7 158.4 796.1 834.2 140.243 143,680 714,529 

Magazine Sections (Il) 

(All other magazine sections) 

First 3 Markets Group 226 30.9 132.4 163.0 22,600 30,850 132,100 
WN. Y. Herald Tribune- 

This Week 446 413 197.4 169.8 37,826 35,121 167.419 
N. Y. Mirror Magazine 46.5 489 221.7 253.9 402 48,878 221,405 
New York Times Magazine 166.9 174.1 793.7 792.1 141,802 147,985 674,555 
Puck-the Comic Weekly 13.9 17.2 769 $13 26,659 32,693 147,264 

Total Group .... 294.5 24 1,422.1 1,460.1 275,289 295,527 1,342,743 

All figures in the following groups were compiled by Advertising Age. 
Comics Magazines 
‘American Comics Group: 

(Total 2 Units) 12.3 45 32.3 115 4652 1,701 12,212 

*‘zUnit A 5.5 — 15.5 — 2,079 — 5.859 

zUnit 8B 68 —: 16.8 —_—- 2,573 — 6,353 
Archie Comics .. 6.0 7.0 17.0 19.5 2,268 2.646 6.426 
Fawcett Comics Group 70 79 18.3 29.6 2.646 2994 6.923 
Harvey Comics Group 5.5 6&5 19.2 20.6 2,097 3,213 7,276 
Lev Gleason Publications iL? 9.5 59.5 46.3 4,410 3,586 22,465 
‘Marvel Comics Group 

(Total 3 Units) 36.0 0.0 99.0 876 13,716 11,430 37,530 

Red Unit 12.0 10.0 33.0 29.0 4,572 3,810 12,510 

Blue Unit 12.0 10.0 33.0 29.3 4,572 3,610 12,510 

Yellow Unit . 12.0 10.0 33.0 29.3 4,572 5,810 12,510 
National Comics Group 

(Total 2 Units) 85 145 45 SLS 3,213 5.481 20,601 

Red Unit 45 88 29.0 29.0 1,701 3,308 10,962 

Blue Unit 40 5.8 255 23.0 1,512 2,174 969 
Quality Comic Group 40 40 16.0 20.0 1,512 1,512 6.624 
Standard Comics Group 40 3.0 18.8 20.0 1,512 11s 719 

Total Group 95.0 619 336.6 36.6 36,026 33,697 127,176 

Not included in totals. ‘May-June issues combined. “Units A and B were combined during 1950. 
Canadian National Weekend Newspapers (Rotogravure Linage) 
La -Patree 64,273 55,561 249.058 
La Presse . i ct { + 4 60,074 54.050 192 
Standard 69.5 59.8 oa. 1 231.7 69,543 59,846 274,137 
Star Weekly 90.3 84.1 382.8 332.7 85,791 79,934 363, 

Total Group 284.2 253.6 1,160.0 995.3 279,681 249,391 1,141,171 
Canadian 
Canadian Home Journal 48.5 49.9 225.5 192.7 32,813 33,924 153,282 
, Canadian Homes & Gardens 70.0 60.8 239.3 2244 47,648 40,889 162.770 
Chatelaine 59.4 56.0 223.9 193.9 40,379 38,113 152,262 
Maclean's 63.7 80.0 301.3 276.2 %.947 54.409 1 
} Mayfair 648 41 284.6 285.0 44,069 43,045 193,509 
Reader's Digest: 

English Edition a5 70.5 306.0 284.0 16,107 12,831 55.686 

French Edition . 88.0 745 308.5 2945 16,016 13,559 36.147 

Moderne 31.3 3L5 137.7 1234 21,262 1447 93,614 
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the national advertising depart- 
ment of the New York Herald 
Tribune, has been named advertis- 
ing manager of the Reporter Mag- 
azine, New York. Mr. Lyon had 
previously been ad manager of the 
United Nations World. 


first time in its history, has pub- 
lished ads in color in two succes- 
sive weekday issues. On June 5 it 
carried a full- -page for a local fur- 
niture store, and on June 6 it ran 
another color page for a local 
men’s and boys’ wear retailer. 


editor of Station KSL, Salt Lake 
City, has been named KSL promo- 
tion manager, replacing Sherril 
W. Taylor, who joined Station 
KNX, Los Angeles, and the Co- 
lumbia Pacific Network as sales 
| promotion manager. 


HIGHER and HIGHER 
Goes Quad-Cities’ Industrial Employment 


Exclusive of the Rock Island Arsenal, 


employment in Quad-City 


manufacturing industries has passed 1943's previous high by 5,067. 
Industrial employment now totals 53,156. 


Quad-Cities is the home of 233,012 people . . . over 300 manu- 
facturing firms. From this great Industrial Hub of the Midwest originate 
the payrolls which boost sales curves to the top of the chart. 


The Argus and Dispatch newspapers are the only daily newspapers 


which can assure you of complete coverage in Rock Island — Moline 


— East Moline — the major portion of the Quad-Cities. 


WHBF is the influential home-town station with the coverage and 
the impact to deliver sales at a profit in this big, unified market. 


NAT. 


s that cover the ILLINOIS side 
of Quad-Cities population live — 


REPS. THE ALLEN KLAPP CO. 


NAT. REPS. AVERY KNODEL, 


INC. 


Bee: Bey ei ean 
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Advertising Age, June 18, 195! 
May = May dan-May —Jan-May May May = Jan.-May = Jan.-May ie “ 
1951 19501951 1950 1951 1950 May May Jan-May Jan-May May May — Jan.-May  Jan.-May 
| ml Populaire, La .. = ‘ 399.1 160.1 138. 806 27,397 112,021 96,59 44.0 29.0 162.5 109.0 7,568 4,988 27,936 21,655 
a x 38.0 179.4 156.0 32,775 600 125,624 109,15 15.5 6.0 625 40.0 2.604 1344 10. 6.720 
5Time- a kts 2 ML3 4348 457.8 74955 75,687 295.654 311.320 19.0 120 96.0 28.0 3458 2184 17,472 4.996 
: ee a 155.3 689.4 506.6 66,570 65,240 289, 212,800 59.0 485 2920 2235 10,738 9,027 52,514 40,857 
ieta! Grove... 21 8310 3,490.5 3,132.5 479,347 453,139 1,895,040 “1,712,666 192.0 —— 76.0 — 3458 —— 13,832 — 
[Smaller rong size (672 lines) in 1980, $Four issues in May 1951; five issues in May 1950. 20.0 10.5 76.5 26.5 3,400 1,785 13,002 4,503 
F. ji 27.5 64.0 31L0 265.0 4,813 11,287 427 46,462 
og gn ae a 222.0 of 8,234 7,518 39,718 32,740 
i, — aS 33s 335 RR HEA 3920 Meso 3872078200 Sanh UArwntie) 77D LO Sg] SS OM oe Gems SLO 
seeceeest-Sereaees ..... 238 33 Mes 1476 Mazo aso 62: 62,016 Swe 4a Gin 390 270 152.0 75.5 10,017 7,254 1,025 16,258 
0 oe a ee BS G3 se ou ee MoS iss eee 
Pe ime-Latin American ........ . . . S o O 
sl ahaha en as Oe 25 392 23,306 | STime-Pacific .......00002.2: 397 347 1935 143.0 16,660 14.560 __‘81,270 201200 
‘Carintens sicaiplat ts ert 70.0 485 253.5 2235 12'740 9'027 57603 40'857 Total Group .............. 1,159.5 985.6 5,318.1 4,263.6 299,194 255,159 1,385,502 1,085,910 
— Neus Sacdneesees 16.5 100 75.0 37.0 2,800 1,700 12,742 6,288 SFour issues in May 1951; five issues in May 1950. <Not included ~ a. ‘Started 10-5 with May 1950 4 
ne emer 7.0 4.0 29.0 23.0 1,302 744 5,332 4,221 ‘The 1950 figures for Caribbean, Mexican and Southern Hemisphere editions are prior to the Spanish-split, when 
| Snow di aoe MO 56.0 42.0 252.0 192.0 9,800 7,350 100 33,600 three editions were incorporated in Spanish $2. Started publication with March 1950 issue. ‘New Zealand edition not = 
Freee stercontinental) 36.0 42.0 156.0 160.0 6,300 7,350 27,300 28,000 lished in May 1950. 
French (Paria) warts eenes 76.0 58.0 308.0 252.0 13,300 10,150 53,900 44,100 
roe pg D eseesas 76.0 66.0 300.0 276.0 13,300 11,550 52,500 48,300 NOTE: All sectional advertising of Family Circle, Woman's Day, Progressive Farmer and Farm & Ranch-Southern ~~ 
— a eeenae ates 28.0 22.0 132.0 116.0 4,900 3,850 23,100 20,300 is reduced by application of a ratio figure to each advertisement; this ratio is the circulation of the particular 
Fe + sane aves 40.0 210 140.0 126.0 7,280 3,822 25,480 22.932 edition carrying the advertisement to the total circulation of the magazine. For example, if a page advertisement appears in an 
We) 4... 29.0 20.0 133.0 109.0 5,278 3,640 24,206 19,838 | edition representing 15° of the total circulation of the magazine, it is counted in the totals as .15 pages. 
. ’ * 
Lyon Joins ‘Reporter Toronto Paper Runs Color KSL Promotes Wayne Keari Air Conditioner Sales Aided by TV Viewers’ 
Richard F, Lyon, formerly with The Toronto Telegram, for the Wayne Kearl, public service 


Desire tor Greater Comfort, Dealer Says 


Cuicaco, June 13—An unusual 
increase in the sale of room air 
conditioning units for household 
use has been attributed by Hal 
Wheeler, president of Temperature 
Equipment Corp. here, to the de- 
sire of television viewers for 
greater comfort while watching 
TV programs. 

Last year an estimated 210,000 
room air conditioners, he says, 
were sold by the industry as com- 
pared with only 89,320 the year 
before. . 

Sales this year, according to 
Mr. Wheeler, whose company is 
the Chicago area wholesale dis- 
tributor for Carrier Corp., are 
coming along at a rate indicating 
fulfillment of some earlier in- 
dustry estimates that annual sales 


will reach the 1,000,000 mark by 
1956, unless cut off by material re- 
strictions. 


s To reach the television audience 
directly, Carrier Corp. is sponsor- 
ing a 15-minute newscast over 
Station WNBQ here, Tuesdays, at 
10:15 p.m. Carrier has experi- 
mented with TV in Chicago and 
New York, but no air conditioning 
company, Mr. Wheeler points out, 
has had more than one-minute 
spot commercials on TV. 

“It seems quite obvious,” he 
added, “that our sales are up be- 
cause of television and because 
TV viewers are thinking more 
than ever of home comfort.” 

N. W. Ayer & Son is the Carrier 
agency. 


‘Portland Journal’ 
Uses New Device to 


Spur Tourist Trade 


PorTLANpD, Ore., June 13—The 
Journal here is tackling the matter 
of increasing tourist business in a 
brand new way. 

The Oregon State Highway De- 
partment and the Portland Cham- 
ber of Commerce have recently re- 
ported that out-of-state visitors 
spent approximately $115,000,000 


in Oregon last year. It is estimated | 


that this amount would be in- 
creased to $150,000,000 if each vis- 
itor could be persuaded to spend at 
least one additional day in the 
state. 

With this in mind, Edward N. 
Weinbaum, secretary of the retail 
trade bureau of the Portland 
Chamber of Commerce, and Mor- 
rie L. Sharp, advertising manager 
of tr > Journal here, concluded that 
this increase might be achieved if 
the sales personnel of Portland 
stores had more facts at their fin- 
gertips on scenic attractions in and 
around Portland which would in- 
terest the visitors and prolong their 
stay. 

As a result, the Journal, in co- 
operation with the retail bureau, 
has prepared and printed a pocket- 
size 16-page booklet listing esser- 
tial facts about Portland and vi- 
cinity, explaining the street num- 
bering system and listing by ad- 
dress the major public buildings, 
representative churches, golf 
courses and scenic spots and the 
way to reach them. 

Fifteen thousand copies have 
been printed and are being dis- 
tributed to individual members of 
the sales staffs of Portlana stores. 


Bernard Oos Named Hertz A. M. 


Bernard Oos, formerly adver- 
tising manager of Liquid Carbonic 
Corp., has been appointed adver- 
tising and sales promotion mana- 
ger of Hertz-Drive-Ur-Self Sys- 
tem, Chicago. 


Martin Named Manager 

H. P. Martin, with Courtland D. 
Ferguson Inc. since 1947, has bee 
promoted to manager of the Rich- 
| mond, ~a., office of the agency. 


Chicago Ad Execs Elect 


>» Henry J. Henke, of Harper-Wy- 
man Co., has been elected presi- 
dent of the Advertising Executives 
Club of Chicago. Others elected 
are: Aileen Grossman, Chicago 
Musical Instrument Co., vice-pres- 
ident; B. W. Kunst, Hooker Glass 
& Paint Mfg. Co., treasurer, and 
George H. Bills, Van Cleef Bros. 
Inc., secretary. The club is spon- 
soring a $150 scholarship at the 
University of Illinois for a junior, 
senior or graduate advertising 
student to be selected from Illinois 
students living in the Chicago area. 
Two Appoint Seidler Agency 

| A. M. Seidler Advertising, 
Brooklyn, has been appointed to 
handle the accounts of Duralumi- 
num Mfg. Co., manufacturer of 
Lifetime Duraluminum ladders. 
Newspapers, business papers and 
direct mai) will be used. Sturgis 
Pretzel Co., manufacturer of Victor 
pretzels, potato chips and popcorn, 
has also appointed Seidler and 
plans a TV, radio and newspaper 
campaign. 


Puget Sound Marketers Elect 


Lou Wagner, professor of mar- 
keting at the University of Wash- 
ington, Seattle, has been elected 
president of the Puget Sound chap- 
ter, American Marketing Assn. 
Other officers elected are: Vic 
Lervold, General Petroleum Corp., 
vice-president; Allen R. Potter, 
Seattle Times, secretary, and Bill 
Stanton, University of Washington, 
treasurer. 


Stein Furs Names Orr Agency 
Bernham Stein Furs has ap- 
pointed Robert W. Orr & Asso- 
ciates, New York, as its agency. 
National magazines will be used. 


ISJEIRAVNGIE 
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Newest OPS Price Regulation 
Covers Agencies, PR Concerns 

WasuHincton, June 14—Ceiling 
Price Regulation 34, which goes in- 
to effect this weekend, requires 
business services, including ad- 
vertising agencies and public re- 
lations counselors, to file price 
lists with OPS and to post ceiling 
prices. 

That’s the rule now, though it 
may eventually change. OPA got 
successfully through World War II 
without controlling agency fees 
and commissions. Perhaps OPS, 
too, will conclude that inflationary 
dangers are more urgent on other 
fronts. 

As it stands, agencies are sup- 
posed to give local or district OPS 
offices a list showing commission 


By STANLEY E. COHEN, Washington Editor 


that he ts able to move his goods.” 
(There is no fair trading in Mis- | 


souri.) 
o e 


Mobilization Chief Charles E.| 


Wilson’s picture of the immediate 
future is less than rosy. For the 
next year, at least, he expects to 
be hard put for steel, aluminum 
and copper for defense needs. 

He’s still hopeful that new steel 
and aluminum capacity will be 
available for consumer goods in- 
dustries “some time in 1952.” But 
for the present, the outlook on con- 
sumer goods is toward greater 
cuts. 

Wilson's big problem now is in- 
dustrial expansion. In the next 12 
months he will be expanding steel 


plants, doubling the nation’s alu- 
minum capacity, building exten- 
sive new power installations and 
chemical plants. 

At the same time, military end 
products will be coming out of ex- 
isting plants. Contracts are being 
let at a $1 billion-a-week rate—big 
money even today. 

As he puts it: “With all this 
happening at once, we will be 
walking a tight rope.” 


‘Redbook’ 12-Time Buyers 
Rise, Discount Doesn't 

Redbook has increased the num- 
ber of 12-time advertisers from 
14% to 23% since it instituted a 
5% discount for continuity (AA, 
Feb. 19). 

As reported in AA June 11, this 
increase in 12-time advertisers 
was incorrectly made to appear 
as if it meant that the magazine 
had increased its discount by these 
percentages. 


To Promote Sewing Machines 

Belvedere Sewing Machine Co., 
Los Angeles, has signed to sponsor 
the second half of “Hollywood Op- 


portunity” over Station KTLA, 
Los Angeles, to promote Adler 
sewing machines. Ross Roy of 


California is the agency. 


Arnold Agency Moves 

Rupert Arnold Advertising 
Agency, Los Angeles, has moved 
to 2624 W. 6th St. 


} 


Contains Valuable 


PREMIUM COUPONS 


GOOO ON OVER 100 ARTICLES 


people who 
know the 


Memphis 
market best... 
use bus cards 


Tom O’Ryan 


ADVERTISING CO. 


801 Union Ave., Memphis [Natal 


rates charged during the base peri- | ——— 


od (Dec. 19-Jan. 25) and methods 
used for computing fees. 

Agencies are not required to post 
placards showing their prices; 
OPS asks merely that they keep 
a price list on file. Commissions 
and fees are supposed to be in 
line with this list. 

+ e e 

Price Chief Mike DiSalle can’t 
understand the fuss over his re- 
quest for authority to license bus- 
inesses. He points out that OPA 
issued licenses throughout World 
War II, yet Congress turns a deaf 
ear when he asks for similar pow- 
er for OPS. 

Under the plan, OPS automatic- 
ally issues a license to every bus- 
iness. In the event a serious price 
violation occurs, it can go to court 
and ask suspension of the license, 
thus closing the business for a 
fixed period of time. 

During World War II, OPA 
warned over 32,000 violators, but 
it asked suspension in only 325 
cases. It got court orders in 101 
cases, involving suspensions of two 
days to a year. 

e . - 


Frieda Hennock is probably glad 
to be leaving the Federal Com- 
munications Commission for the 
federal bench. For the most part, 
she found the commission’s work 
highly technical. It wasn’t often 
she could sink her teeth into a 
broad public issue like the han- 
dling of educational telecasts. 

As a spokesman for educators, 
Miss Hennock raised programming 
issues which FCC and commercial 
telecasters might otherwise have 
neglected. In the long run, educa- 
tors may find it difficult to operate 
the non-commercial stations she 
advocates, but by raising these is-| 
sues, she may induce commercial 
telecasters to give added attention 
to public service requirements. } 


7 e - 

The Senate’s small business com-| 
mittee is sniffing at New York’s 
price war. It wonders what can 
be done to protect small retailers 
from big price cutters. There’s 
some thought that new legislation 
can be written to punish firms 
which sell below cost with the in- 
tent of injuring a competitor. 

On the House side, a small busi- 
ness committee member says the 
Supreme Court decision nullify- 
ing non-signer clauses should lead 
to complete repeal of federal fair 
trade legislation. Rep. Thomas B. 
Curtis (R., Mo.) contends that 
“there would be no price war were 
it not for the fact that in many 
lines of consumer goods supplies 
exceed the demand at exorbitant 
fair trade prices.” He further con- 
tends that “the retailer is follow- 
ing the time-honored practice of 
reducing his prices to such a point 


————— 


Building Products Manufacturers Must 
Sell Maintenance, Improvement 
To Maintain Fall, Winter Volume 


Timely Plan for Tapping Huge 
$4 Billion Improvement Market 


All signs point to maintenance and imprévement as the primary source 
of business this fall and winter. And here’s the plan to help you get your full 
share of such business. A proven program, successful in 1949, more successful in 


1950. Now envisions better results 


Picture what this program is—and how it will help you. A 


motion program consisting of — 


I. 
A 


packages. 


Just the plan you need to stimulate sales this fall and winter. Not only does it help 
you get your products on to dealers’ shelves, but off again and into consumption. The 
perfect sales promotion program—and yet the cost is surprisingly moderate—as much 


than ever for Fall and Winter 1951-52 


A Fall & Winter SALES ACTION Manual for dealers—to appear in our 
Sept. 8 issue, offering you a “front-row” tie-in sales promotion opportunity. 


A powerful Consumer Promotion Tool—jam packed with sales stimulating 
home improvement and maintenance ideas—for dealers to use in their 
local communities, to whet consumer interest in buying home improvement 


as 20.8% lower than any other medium. 


By all means, send for further information about this outstandingly timely oppor- 
tunity to increase your Fall and Winter sales among the 21,701 leading retailers 


and wholesalers who will get our Sept. 8 issue. 


Send for this Folder! 


Read all about the BIGGEST SALES PRO- 
MOTION VALUE ever offered in the field. ACT 
NOW—for more fall and winter home main- 
tenance and improvement sales and profits. 


double-barreled pro 


your type products. 


the proof 


Sept. 8 issue! 


A Time Tested Plan 


Two years’ 


success behind it. 
essentials you need—gets your fall promotion story over 
to dealers—helps dealers to encourage consumers to buy 


Biggest Sales Promotion 
Value in the Field 


Takes your fall promotion story to more dealers than 
any other medium at lower cost. 


You Get Up To 20.8% 
More For Your Money 


This is no mere claim, 


Join the Long List of 
Leading Concerns Which Have 
Already Booked Space 


Many foremost lumber and building products manu- 
facturers and wholesalers already recognize the im. 
portance of the maintenance and improvement market. 
You should lose no time in reserving your Space in our 


Accomplishes the two 


but bona fide fact. Write for 


American Lumberman & Building Products Merchandiser 


139 N. Clark St., Chicago 2, Ill. Published Every Other Saturday. 
oe. 1873, THE LEADING MAGAZINE DEVOTED TO THE DISTRIBUTION AND SALE OF LUMBER AND BUILDING an 
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‘Extra Bonus’ to TV Advertisers 
Is 30% in New York, NBC Reports 


New York, June 14—If your, 


brand of package goods is adver- 
tised on television, chances are you 
are getting nearly 30% more cus- 
tomers among TV owners than 
among non-owners. 


Mint Julep, Suh? 


> Downin the South theold mule 

is fast becoming legend, and 

grandmaw, puffing her corn- 

cob, is losing out to grandpaw, 
smoking Chesterfields. Prosper- 
ity is sweeping across the South- 
land and living standards are ris- 
ing fast. SOUTHERN FARMER 
gives you this lush market at a 
lower cost-per-thousand than any other 
farm publication. Letterhead brings facts. 


SOUTHERN FARMER 


737 N. Michigan Ave., Chicago 11, Ill. 


| 


Or, as researchers translate it: 
“The average television-advertised 
brand of 30 product groups of 
package goods has 268% more 
customers among TV owners than 
among matched non-owners.” 

his is one of the principal find- 
ings of National Broadcasting Co.'s 
second survey of television’s sales 
impact. The study was made in a 
two-month period ending Jan. 23, 
1951, and covered 16 counties in 
the New York metropolitan area. 


|More than 5,000 men and women 


household heads were interviewed 
by representatives of Hofstra Col- 
lege, which also handled the field 
work for the first NBC study. 


@ Questionnaires covered the pur- 
chase of 187 TV-advertised brands. 
More than 100 telecasts—about 
75% of all network shows on TV— 


were checked. 

Apparently, television’s sales et-| 
fectiveness wears weli. NBC found 
that 42.8% of unexposed non-TV 
owners had bought one or more 
of the TV-advertised brands in 
the average product category, 
while 51.3% of owners who had 
their set less than six months also 
bought one or more. For owners 
in the six to eleven months cate- 
gory, the figure climbed to 52%. 

For owners of one or two years 
duration, the figure went up to 
52.8%. And for owners of more 
than two years, the figure was 
53.5%. 


@ To probe further into the ques- 
tion of video's effect on buying 
habits, NBC compared sales re- 
sults for specific products in two 
matched groups of TV owners: 
program viewers (anybody who 
had seen the show in the last 
month) versus non-viewers. 
Among the factors considered in 
the matching was exposure to 
other media—radio, newspapers, 
magazines and other than tele- 


Whale alouioville Got: 


“% 


fat Wrasse 


WAVE®* has a Daytime BMB Audience 
lies in Kentucky and 
This area has an 
Income of $81.67 
$2.51 billion for 
The Effective Buy- 
Income within WAVE's Daytime 
BMB counties is 151% 
come in those Kentucky counties in 
which WAVE does NOT have a BYE 


of 238,490 £ 
Seuthera In a. 
Effective Buying 
billion, as against 
the entire 
ing 


Mate. 


audience! 


*The WAVE-TV Coverage Area 
contains 256,100 families. 


LOUI 


The Kaiucky Derby?! ? 


The Louisville Metropolitan Area ranks 28th 


in America, 


WAVE has a Daytime BMB Audience of 
238,490 families. Its BMB Area has an Ef- 
fective Buying Income of more than one- 
and-a-half billion dollars*—or 66.4% as 


much as the entire State of Kentucky! 
WAVE-TV was first in Kentucky by more 


thana year . . . is now a third-year veteran, 
preferred by the majority of the 86,782 
TV set-owners in and around Louisville. 
WAVE-TV is Channel 5 . . . features out- 
standing local programming as well as NBC, 


ABC and Dumont. 


Ask Free & Peters for the whole WAVE 


story, today! 


*Sales Management Survey of Buying Power, May 10, 1950 


of the In- 


FREE & PETERS, INC. 
Exclusive National Representatives 


vision advertising for each type; called that 
| brands surveyed in 1949 “got 11.6 


of product. 

Sales results for a typical cigaret 
sponsored telecast showed 22.1% 
of the non-viewers of the program 
in the purchaser’s column (i.e.,| 
had bought the brand of cigaret 
in the past month) compared with 
29.5% of the viewers of the show. 
Another typical program advertis- 
ing a drug product rated 9.4% 
in buying among non-viewers, 
against 13.7% among viewers. 


® For all 143 brand program com- | 
bina‘ions covered, the average in-| 
crease was 37.7% —in other words, | 
“37% more customers among set 
owners who had watched the pro-| 
fram, than among owners who 
had not seen it recently,” Dr. 
Thomas E. Coffin, NBC’s supervi- 
sor of TV program research, point- 
ed out. 

Sales gains among non-owners 
who watched television were al- 
most as impressive, with an aver- 
age increase for all 143 brand 
program combinations ‘of 35.2% 
more customers among non-set 
owners who saw the program than 
among non-owners who didn’t. 

Dr. Coffin emphasized the im- 
portance of this “bonus business” 
for the average brand advertised 
on television. “For every five new 
customers created by the program 
among owners, there is one new 
customer among guest viewers— 
or a 20% customer increase due to 
guest viewers,” he said. 


@ To determine if the “new” cus- 
tomers created by TV were buy- 
ing aS many as or more units than 
“old” customers, a separate study 
was conducted for NBC by the 
New York University advertising 
club. More than 600 video families | 
were questioned concerning their | 
purchase volume of products ad-| 
vertised on 16 programs. 

Their answers indicated pur-| 
chases of 58 units by program) 
viewers for every 39 units pur-| 
chased by non-viewers—an_ in- 
crease in unit sales of 48.7%. 

A slightly different approach | 
was taken to measure television's | 
sales effectiveness for durables. 
This was considered in terms of |! 
developing brand familiarity,| 
brand acceptance and actual sales | 
for automobiles, refrigerators, TV) 
sets and floor coverings. (Cars| 
were eliminated from the first | 
step “because practically nobody | 
was in the never-heard-of cate-| 
gory for cars.”’) 


e For the other categories, TV 
viewing was said to cut brand ig- 
norance by more than half. Brand 
acceptance for all 45 brands of 
durables included were raised 
(i.e. “very good opinion of") 
27% by TV viewing, according to 
Dr. Coffin. 

Television sales averages for 
several brands (results in the dur- 
ables field): 24.4% more of the 
sponsors’ cars were sold to view- 
ers of programs than to non-view- 
ers; 37.8% more of the sponsors 
refrigerators were bought by pro- 
gram viewers than by non-viewers. 
For ali 32 durables measured, the 
increase was 23.7%. 

Tv’'s intluence on sales also was 
tabulated in terms of “extra cus- 
tomers for every thousand view- 
ers” (the difference in the num- 
ber of program viewers and non- 
viewers purchasing the advertised 
brand). “Here’s the payoff for all 
143 brand-program combinacions. 
The number of extra customers in 
the past month produced by the 
average program for each brand 
it advertises is 36,000," Dr. Coffin 
stated. “Some 36,000 extra cus- 
tomers per brand per program in 
this market alone. And these cus- 
tomers come delivered for tele- 
vision at the rate of 15.6 extra 
customers in the past month per! 
TV dollar. Extra customers at a 
cost of about 6'%¢ apiece.” 
1951 


e@ To compare the results 


| with 
| shows, 


Advertising Age, June 18, 1951 
15 TV-advertised 


customers for every dollar they 
invested in television.” In 1951 the 
same brands are getting 11.8. 

NBC reported that day and night 
telecasts produce customers equal- 
ly well, with daytime video-ad- 
vertised brands averaging 18.7 
“extra customers per dollar” and 
evening brands 18.6. 

Rating commercials for effec- 
tiveness, the study ranked them 
in this order: (1) well-liked, (2) 
dislike, (3) irritate, (4) neutral. 
The average commercial was liked 
by 62% of the TV owners and dis- 
liked by 6%. 

High-budgeted shows ($17,000 a 
week or better) produce 25% 
above average, it was stated, with 
the average brand getting 15.6 ex- 
tra customers per TV dollar and 
the average brand on high budget 
programs getting 19.5 extra cus- 
tomers per dollar. The average 
high-rating program (New York 
rating of 20 or more) delivers 
23.5% more customers per TV dol- 
lar. 


@ When several brands co-sponsor 
a program, each brand “fares con- 
siderably better than average,” the 
study asserts. “And that holds 
whether the brands are advertised 
on high-cost or low-cost programs. 
Compared to the 15.6 extra cus- 
tomers per dollar which is the 
average for all brands, each of the 
several brands advertised on high- 
cost programs gets 21.1 extra cus- 
tomers per dollar. And each of the 
brands on low-cost programs gets 
21.6 extra customers per dollar.” 

“Brands on the ‘Show of Shows’ 
averaged 36.3 extra customers per 
doilar and brands on the “Kate 
Smith Show” hit the jackpot with 
an average return of 38.8 extra 
customers per dollar.” 

NBC’s brief commercial claims 
that the network is “first in cover- 
age with an average of 42 stations 
per program, first in programs 
seven on the 10 top-rated 
first in audience with 
2,294,000 homes reached per spon- 
sored program, and first among 
advertisers with 49'4 total weekly 
sponsored hours.” 


e General findings: 

Television families are larger 
than non-TV families, have bigger 
incomes, buy more cars. 

Two out of three TV owners 
classify television as “very good”; 


|all but two out of 1,000 watched 


television some ‘time during the 
previous week. 

The average TV owner spent 135 
minutes “yesterday” watching 
television, 61 minutes listening to 
the radio, 47 minutes reading 
newspapers and il minutes read- 
ing magazines. 

The average for all family heads 
(TV owners and non-TV owners) 
in the New York area is 73 minu.es 
of televiewing daily. The average 
radio listening for all family heads 
in the New York area is 90 minutes 
daily. This compares with 49 min- 
utes for newspapers and 13 min- 
utes for magazines, it is reported. 


Schlitz Starts TV Series 


Joseph Schlitz Brewing Co., Mil- 
waukee, which recently dropped 
the “Pulitzer Prize Playhouse” 
(ABC-TV), will sponsor a series 
of motion pictures over CBS-TV 
starting July 6 at 9 p.m., EDT. Ef- 
fective Oct. 5, an hour live dra- 
matic show will fill the time. 
Young & Rubicam is the agency. 


Form Madison Ave. Club 


About 60 New York space repre- 
sentatives, associated with 30 con- 
sumer magazines, have launched 
the Madison Ave. Club which 
meets informally for lunch each 
month. Roy Moriarty of Esquire 
handles details of club operation. 


WBAL Promotes Kennedy 


James M. Kennedy, an account 
executive at Station WBAL, Balti- 
more, has been named sales man- 


with 1949 findings, Dr. Coffin re-| ager. 
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Only through 


e A | , li ’ 
can you get... 
LOOKS 


... the best-looking medium of all 


COLOR 


... the most colorful medium of all 


CONTENT 


... the most diversified medium of all 


FLEXIBILITY 


... the most flexible medium of all 


SELECTIVITY 


... the most selective medium of all 


EXPOSURE 


... the longest-lived medium of all 


AUTHORITY 


... the best prestige-building medium of all 


DISPLAY 


... the best product-display medium of all 


VOLUME 


... the most market-extensive medium of all 


ECONOMY 


... the least money-expensive medium of all 


1 M 


With all these facilities available, your message 
can be carried most effectively to any market 
through magazine advertising. 


‘Dearine-Zouisoille 


- 1. DEARING PRINTING CO., INC., LOUISVILLE, KY. 


A DIVISION OF FAWCETT PUBLICATIONS, INC. 


4 3 : ae Te — ao Jie |) SR oe PoP a 
ang Sp 2 
Le 
te 
Sa ot 
ae, 
res ya 
Fe 
<hee 
a 
tga 
age 
3 ie. 
akc 
Ree 
/ ays 
ie 
MH P oe 
do ne ons | = 
| 110" or 
Pe i 
m \ —_— Be 
r ek, 
dha —_ $s 
ere “ \ fed a oe ae 
er . : ' | \ ‘ : oo ;% = ms 
: rs See 
. Daring | t* we. Pe 
Detective - A ee * £ 
4 =e on 
av; = Be x 
a or Se ie 
rascanat, | “os feat ” a = 
% " > | $ an 
-— a ws r ’ Be 
i iu 2 i a’. 2 
P=, : . .-ay “ “is ro pe 
Sie gue a 
ir: 32 - 
: : a et — pe. 
2 > \A « \ \\\ wo: 
-z START Toons WOW Ts , 
~ 7 Ze ’ \ e a 
=. peTECIIVE — _ 1. 
Leen ) ES 
x, i Bish. /. 
a ‘ . } | eo 
. \ es A } (ae 
, oe ~ oe | 
ve wi eiyha ¥ a — i Pi 
Ta ATICRHOLD | we re a 
= SETA eo 
Iu a Fl ss 
. | *s hefe 
‘2 < — vm 
om * E STORY ‘jest ae 
) af = : Be xs, 
scant ae — re ee 
j ~s —— y. 
.) > , ~~ —_ x— 
y UA) — ie ae 
1 -_ be 5 - “ ay 
‘ \ ws i ee 
— Te ees ae 
. .@. : aon 
| (oe a 
ty —_— =o 
oo . byes a . en 
* GC) 4 
; oo 
_—= Ca _" age 
a iol 
. ES 
And 
| oe he : 
“ on = % oe ‘@ : : . at 


UNLIMITED 


Only through magazines does the advertiser find such 
varied and extensive use of color. Color attracts attention 
—compelling the eye with fresh, vivid tones, and enobling 
the prospective buyer to visualize again and again the 
product in his own home. Color adds new richness and 
oppeal to your advertising — more power and interest. 
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Modern, high speed, 4-color presses make color available at a cost attractive to 
publisher and advertiser alike. With improved techniques and modern equipment, 
magazines have met and stimulated the rising demand for color. Color sells, and 


2 more and more advertisers are beginning to realize how valuable it can be. 


The chart below shows the tremendous progress color advertising in magazines 


has made since 1939 —a convincing indication of the effectiveness of color. 


PERCENTAGE OF BLACK & WHITE AND COLOR ADVERTISING IN 56 LEADING MAGAZINES * 
1939-1949 


tle 


1939 1942 1946 1949 


*Chart facts and figures furnished by Magazine Advertising Bureau 
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BLACK & WHITE PAGES 


COLOR PAGES 


A DIVISION OF ote PUBLICATIONS, INC. 
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Sis adi 


YOUR AD IS NO BETTER THAN ITS REPRODUCTION 


Clear, fresh-looking reproductions make a good advertisement 
even more effective. At Dearing, a special plate inspection depart- 
ment examines incoming plates for any flaw which might detract 
from the printed result. Hard edges, raised dots, and other hazards 


to the best reproduction are corrected or modified if at all possible. 


Skilled artisans, extensive modern equipment, and careful work- 
manship all play their part in the results obtained at Dearing — 


where beautiful reproductions make advertising appear at its best. 
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Advertising Age, June 18, 1951 


‘Cosmo's’ Drug Promotion Planand | 
Addition of McPherrin Stirs Trade 


New York, June 12—Fair trade 
took second-place interest in the 
drug field this week following (1) 
the appointment, as of Sept. 15, of 
John W. McPherrin, for the past 
9% years editor of American Drug- 
gist, as associate 
publisher of Cos- 
mopolitan, and 
(2) Cosmopoli- 
tan’s full-page 
ads in New York 
and Chicago 
newspapers an- 
nouncing a new 
drug store pro- 
motion plan. 


Mr. McPher- 
rin’s successor, John McPherrin 
reportedly, will 


be Dan Rennick, for the past 20 
years editorial director of Topics 
Publishing Co., publisher of Drug 
Topics and Drug Trade News. 

Cosmopolitan has announced in 
the New York Herald-Tribune, 
Journal-American, Mirror and 
Times, and in the Chicago Herald- 
American and News that it has a 
“druggist-approved plan” through 
which it “believes that drug store 
sales can be increased tremendous- 
ly.” 


@ In essence, this consists of a) 
insert to be) 


special drug store 
bound into the front of Cosmopoli- 
tan’s “more than 2,000,000 news- 
stand and subscriber copies be- 


ginning with the September issue.” 


Each succeeding issue will carry 
the front-of-book drug store in- 
sert containing special articles by 
name writers, such as Louis Brom- 
field, Edna Ferber, Rupert Hughes 
and others, designed to promote 
drug store buying. 

In addition, preprints of the in- 
sert will be mailed to 35,000 in- 
dependent drug store members of 
the National Assn. of Retail Drug- 
gists, and to executives, buyers 
and managers of 4,200 chain store 
members of National Assn. of 
Chain Drug Stores. 

Cosmopolitan also will advertise 
its program with spreads in Amer- 
ican Druggist, Chain Store Age 
(drug editions), Drug Trade News, 
Drug Topics, and NARD Journal. 
Advertising for this promotion is 
being handled by Lambert & Feas- 
ley. Donahue & Coe will continue 
to place all Cosmopolitan advertis- 
ing outside the drug field. 


es In a special interview with AA 
as to why he was leaving Ameri- 
can Druggist, Mr. McPherrin said 
that “the unexpected opportunity 
to become associate publisher of 
Cosmopolitan came up so sudden'y 
that I was almost as surprised as 
anybody in the drug business. 
However, it was not a complete 
surprise,” he admitted. 

“Ever since I became editor of 
American Druggist back in 1942 
we have been trying to alert 
drug manufacturers and wholesale 
druggists to the importance of 
maintaining good public relations. 
Our July issue is devoted entire- 
ly to this subject because it is hot- 
ter than ever. 

“The publishing business has 
public relations problems too, and 
it has been my privilege to dis- 
cuss them with many editors and 
publishers of consumer magazines 
as well as with trade magazines. 

“Although very happy to serve 
the drug industry as editor of 
American Druggist, I have often 
wished that I had the opportunity 
to create better understanding 
among millions of people through 
a good consumer magazine. 


a “A few months ago, Harry Dun- 
lap, the publisher of Cosmopolitan, 
conceived the idea of making it a 
special friend of the drug trade. 


His idea was to include in each 
issue one or more articles that 
would promote more public in- 
terest in drug stores and the many 
services offered by them. 

“Some people have assumed that 
I am in some way responsible for 
Cosmopolitan’s willingness to help 
the drug trade solve some of its 
public relations problems. All cre- 
ait for the original idea and the 
current execution of it is 100% 
to the credit of Harry Dunlap and 
his staff. Up to now all I have done 
is to urge the management of 
Hearst Magazines to make the most 


| 


| of the opportunity to make Cosmo- 
| politan a close friend of the drug 


industry. 

“The reaction of the drug indus- | 
try to this activity,” Mr. McPher- 
rin said, “has been so prompt that 
R. E. Berlin, president of Hearst 
Magazines, decided to transfer me | 
from American Druggist to Cosmo- 
politan, effective Sept. 15, and at 
the request of Harry Dunlap I am 
to work with him as associate pub- 
lisher.” 

Mr. McPherrin, now president of 
the Society of Business Magazine 
Editors, will resign that post when 
he joins Cosmopolitan. | 


s Before joining American Drug- | 
gist Mr. McPherrin was an account 
executive with Foote, Cone & Bel- 
ding. Before that he was specialty | 
sales manager of Bauer & Black 
in Chicago. He started his business 
career as a reporter for the Des 
Moines Register & Tribune after 
being graduated from the Univer- 
sity of Wisconsin, then came east 
to join J. Walter Thompson Co. 

Asked specifically what his 
duties and responsibi‘ities will be | 
as associate publisher of Cosmo- 
politan, Mr. McPherrin said he is 
not fully acquainted with all the 
details, but that he assumed he 
will be called upon to serve as a 
sort of catalyst between the edi- 
torial and advertising departments. | 

“I wish you would make it 
clear,” he said, “that I am not 
leaving the drug industry. I don’t 
think I could ever leave it com- 
pletely.” 


S-M Reports 13.7% Returns 


In the story on newsstand mag-. 
azine returns (AA, June 11), it) 
was not made clear that the fig- 
ures quoted from S-M News Co. 
were the returns of a large group 
of independent wholesalers which 
report regularly to the company 
and not those of S-M. While the 
S-M independent index lists re- 
turn credits for April, 1951, at 
32.4% for the industry, the com- 
pany points out that S-M returns 
were 13.7%, well below the inde- 
pendent figure. 


Mawsaid Appoints Jenkins 

Ray C. Jenkins Advertising 
Agency has been appointed to han- 
dle national advertising for the 
newly organized Mawsaid Prod- 
ucts Co., manufacturer and dis- 
tributor of household products. 
Edward R. Warren, formerly ad- 
vertising coordinator of Trane Co., 
has been named account executive 
with the agency. 


Longines Buys TV Show 

Longines-Wittnauer Watch Co., 
New York, is sponsoring a new 
15-minute discussion program with 
Frank Knight, Monday evenings 
at 11 p.m., EDT. The CBS-TV 
slot formerly was filled by C. H. 
Masland & Sons’ “At Home Show.” 
Longines’ agency is Victor A. Ben- 
nett Co. 


Owl-Rexall Signs TV Show 

Owl-Rexall Drug Co., Los An- 
geles, has signed to sponsor the 
“Jeanne Gray Show,” telecast 
weekdays, 3-3:30 p.m., over Sta- 
tion KTSL, Los Angeles. Batten, 
Barton, Durstine & Osborn is the 
agency. 


‘Seattle Times’ Joins Metro 


ning Sept. 16 will publish a Sunday 


Advertising space will be avail- 


The Seattle Times has joined the color gravure pictorial magazine, able in both ful! color and mono- 


| Metropolitan Group, and begin- the first in the Pacific Northwest. tone. 


NOW eee 


or 365 


Circulation 
Daily 160,997 
Sunday 170,494 


interesting 
Houston market 


facts.... 


This city of Houston is a great city. 
BUT...IT IS ONLY A PART OF 
THE 1951 HOUSTON MARKET! 


© ABC city of Houston 663,525 people 
© ABC RTZ of Houston 591,771 people 


1,259,295 people 
,347 families 


How do you cover these 365,347 families? 


Post Chronicle 
Coverage Circulation Coverage 
14% 165,142 45% 
16% 179,125 19% 


ABC Publisher's Statement, March 31, 1951 


total circulation 


the real Houston market is 


W. P. Hobby, President 
Oveta Culp Hobby, 
Executive Vice President 


Daily Sunday 
Post 176,71) 192,580 
Chronicle 183,261 201,168 
TEXAS’ LARGEST MORNING NEWSPAPER 


Wratten and. Selle 
To manit vour Confidence 


Nationally Represented by 


MOLONEY, REGAN & SCHMITT, Inc. 


Ralph W. Runnels 
Director of Advertising 
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Japanese Shippers Holding Trade Fair 
in Seattle; U. of Washington Helps 


Seatt._e, June 13—What are the 
costs of distribution for Japanese 
merchandise imported to the 
United States? 

To answer that question for 
Japanese manufacturers and ship- 
pers, sponsors of the Japanese 
Trade Fair, to be held here June 


$1 buys the prestige of top 

) agency art for your ad under 

4 those you use. Recognized agen- 
cies, Natl. Ad Mgrs for free 


iS . 

(2 Save with $1.00 art 
Se 

our reproduction plan. Select 
from 4000 subjects. pay $1 for 
write 
brochure STIVERS STUDIO 
67 MAIN ST + SAN FRANCISCO 5 Cate 


[v 
\) 


17 through July 4, prepared a 
primer on U.S. business ethics and 
customs and incorporated exam- 
ples showing the elements going 
into the retail price of Japanese 
goods. The primer was prepared 
under the direction of Prof. Laur- 
ence P. Dowd, school of foreign 
trade, University of Washington, 


| for translation into Japanese. 


Taking canned tuna as one ex- 
ample, the primer reports the fol- 
lowing breakdown in the U.S. 
retail price: 44% is the manufac- 
turer's price at the ship in Japan; 
ocean freight; 20%, 
(at 45% ad valorem); 9%, im- 
port merchant, 6% wholesaler, and 


5%, 


a 


* nearly %5 of the 
and Night! 


Let us PROVE to you that WOW- 
TV has the LARGEST audience 


@ Yes... ask us to PROVE it. This is no “guess- 
work” claim. It is based on a thorough, well- 
planned “Telephone Coincidental Survey,” 
covering about 3% of the TV set-owners. This 
is the FIRST survey ever made in this market 
giving information so complete. 

Full details of this survey — how it was 
carried on, the questions that were asked, the 
number of set-owners responding in each hour, 
and their answers — all these, and other im- 
portant data, are available to you in our pres- 
entation of the Survey, sent at your request. 

You can’t judge the Omaha area TV mar- 
ket (now OVER 75,000 sets) without this vital 
information — these FACTS. Write, wire or 
telephone to WOW-TV. 


time — Both Day 


FOR AVAILABILITIES CALL ANY BLAIR-TV OFFICE OR WEBSTER 3400 


OMAHA, NEBRASKA 


Frank P. Fogarty - General Manager 


John Blair TV - Representatives 


customs | * 


PROETZ AWARD WINNERS— Winners of the 1951 Erma Proetz 


awords of the Women’s Advertising Club 


| (from left): Irene C. Culhane, American Telephone & Telegraph 
Co., New York, honorable mention, art; Mrs. Spencer Burroughs, 
Emerson & Burroughs, Sacramento, Cal., special honorable men- 


| 
| 16% retailer. 

In another example, cotton rugs 
consigned to a Chicago retail store, 
the Japanese manufacturer’s price, 
f.o.b. ship in Japan, is 6% of the 
ultimate retail sales price. Ocean 
freight adds 9%, customs (at 45% 
ad valorem) adds 12%, import 

broker 7%, and freight to Chicago 
|add an amount equivalent to 58% 
of the final retail price. 


e “The forthcoming Japanese 
trade fair in Seattle is Japan’s bid 
|for a sizable share of the United 
States’ imports of the future,” the 
| primer declares. “To give this bid 
the impetus necessary to insure its 
success, it is up to the exporters 
of Japan to become fully aware 
of certain changes in the economy 
| of the U.S., since Japar: was last 
| able to do volume trade in 1941.” 
| One “highly important segment 
of the problem brought about by 
{this lack of Japanese-American 
trade relation,” the report sets out, 
is the “price disparity” between 
what the goods sell for at the dock 
| in Japan and in a department store 
| of any American city. 
Advance registrations 
fair indicate a “sell-out” attend- 
ance of American buyers. Mer- 
|chants of the Japanese-American 
| community here are aiding in 
| sponsorship of the fair, to be held 
j at the University of Washington 
| Edmonson Pavilion. 


for the 


| 
| 
| 
| 
| 
| 


| 
|Nopco Appoints Fader Co. 

Franklin Fader Co., Newark, N. 
J., has been appointed to handle 
| advertising for the vitamin divi- 
sion of Nopco Chemical Co. Before 
establishing his agency six years 
ago Mr. Fader was director of ad- 
vertising and market analysis of 
| the vitamin division. Lewin, Wil- 
liams & Saylor, Newark, which 
formerly serviced the entire ac- 
count, retains the remaining Nopco 
divisions 


BotA Expands Sales Staff 


Three account executives have 


been added to the New York na-| 


tional sales staff of the Bureau of 


Advertising, American Newspaper | 


Publishers Assn. They are David 
P. Agnew, formerly with Time, 
Greenwich, Conn.; Steven J. 


Ahmuty, previously with the bu- 
reau’s research department; and 
John D. Raymond, formerly with 
the Stout Sign Co., St. Louis 


Craftshire Sets Drive 
Craftshire Sports, New York, 
maker of women’s suits, will break 
a magazine campaign with spreads 
in Charm, Glamour and Seventeen 
in August. Supplementing this will 
| be business paper copy and a co- 
operative radio drive. William 
Wilbur Advertising recently was 
named to handle this account 


Orchid Tree Inn to Atherton 

Orchid Tree Inn, Palm Springs, 
Cal., has appointed Atherton Ad- 
vertising Agency, Los Angeles, to 
handle its account. 


of St. Louis include 


Eight Women Win 
‘51 Proetz Awards 


Sr. Louis, June 12—Eight ad- 
vertising women from five cities 
each received one of the highest 
honors in their field Sunday 
when they accepted the 1951 Erma 
Proetz awards given annually by | 
the Women’s Advertising Club of 


AFA Convention 


St. Louis for the most outstanding 
creative advertising produced by 
women. 

Awards were made at the open- | 
ing session brunch of the Adver- | 
tising Federation of America meet- 
ing, held at the Hotel Chase here. 

First prize in the division of art 
and layout was given to Lois 
Palfrey, fashion artist of the Day- 
ton Co., Minneapolis, for her 
fashion advertising art and layout 
for newspapers. First prize for 
copy went to Mrs. Ruth I. Warren, 
copywriter for Campbell-Ewald 
Co., Detroit, for her sigried adver- 
tising copy for the Chevrolet Di- 
vision of General Motors Corp., 
which appears in women’s maga- 
zines. 


e Mrs. Josephine Durham Walsh, 
copywriter, Gardner Advertising 
Co., St. Louis, won a first in the 
radio-television division for her 
Pet Milk TV commercials. Mrs. 
Walsh also received honorable 
mention in the copy division for 
an advertisement concerning the 
Greater St. Louis Community 
Chest. Prizes of $100 were pre- 
sented to each of the first award 
winners. 

A special honorable mention 
award was given to Helen Krupka, 
scenario supervisor of Sarra Inc., 
Chicago, for a sound-slide film 
in color—“Your Outdoor Neigh- 
bor.” She also received an honor- 
able mention in the television di- 
vision for her TV commercials for 
Shinola. 

Another special honorable men- 
tion award was presented to Mrs. 
Spencer Burroughs, owner of 
Emerson & Burroughs Sidewalk 
Advertising Co., Sacramento, Cal., 
for devising a new type of outdoor 
advertising around Sacramento's 
trash containers. 


| 
@ Three New York advertising |— 


women received honorable men- | 
tion awards: Mrs. Dorothy Lewis, 
coordinator of U. S. station rela-| 
tions for the United Nations, who 
received a special award for radio 
commercials; Irene C. Culhane, 
artist of the American Telephone 
& Telegraph Co. who created 
characters to animate the relay in 
a film production for AT&T, and 
Ruth Branigan, adjunct assistant 
professor of retailing, New York 
| University, for her. }romotion of 


tion, sidewalk advertising; Mrs. Ruth |. Warren, Campbell-Ewald 
Co., Detroit, Ist prize, copy; Mrs. Josephine Durham Walsh, 
Gardner Advertising Co., St. Louis, Ist prize, radio-TV; and Lois 
Palfrey, Dayton Co., Minneapolis, art and layout. Presenting the 
awards is Emma Brohr, Westheimer & Block Advertising. 


retailing as a career. 

The competition, now in its 
seventh year, was originated by 
the Women’s Advertising Club of 
St. Louis in 1945 as a memorial 
to the late Erma Perham Proetz, 
past president of the club, and 
three-time winner of the Harvard 
Advertising Award, and a Fortune 
selection as one of the leading 
women executives in the nation. 


Chicago TV Council Eiects 

Roy McLaughlin, sales manager 
of Station WENR-TV and the cen- 
tral division of American Broad- 
casting Co., has been elected presi- 
dent of the Chicago Television 
Council. Other officers elected 
are: George W. Harvey, sales 
manager of Station WGN, vice- 
president, and Edgar N. Green- 
baum Jr. of Television Shares 
Management Co., secretary-treas- 
urer. 


Broil-Quik Goes National 

Broil-Quik Co., which has been 
advertising its infra red broiler 
in New York newspapers, will 
run its first national advertising 
in October Good Housekeeping. 
Zlowe Co., New York, is the agen- 
cy. 


Cook Joins Eldridge Agency 

L. R. Cook, formerly account 
executive and advertising manager 
of Milton Roy Co., has joined John 
P. Eldridge Advertising, Philadel- 
phia, as a technical writer. 


THERE'S CONCERTRATED — 
BUYING POWER IN 
WINSTON-SALEM 
. LOOK AT THE EVIDENCE — 


_ coe a 


A 9-County Market 
With 
FOOD SALES 
$53,640,000* 


*Sales Management. 1951 
Survey of Buying Power 
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Retailers Urged — 
to Coordinate 
Use of Media 


New York, June 13—Coordi- 
nating radio and newspaper ad- 
vertising calls for spending more 
than “a classified-ad size budget 
in radio,” William B. Ryan, presi- 
dent of Broadcast Advertising Bu- 
reau, told the mid-year convention 
of the sales promotion, visual mer- 
chandising and merchandising di- 
visions of National Retail Dry 
Goods Assn. here this week. 

“Some of you would be sur- 
prised,” Mr. Ryan said, “to know 
how many more people you would 
reach and how many more sales 
would be possible if you tried co- 
ordinating media to the extent of 
spending the same amount of 
money in radio as you do in news- 
papers. 

“Over 1,000 retailers have tried 
this very thing recently in a ser- 
ies of studies conducted by Ad- 
vertising Research Bureau. In 
each case an equal budget was al- 
lotted for newspaper and radio ad- 
vertising, the merchandise adver- 
tised in each medium was identical 
and the advertising was run simul- 
taneously in newspapers and ra- 
dio. 


es “ARB interviewers checked he 
effectiveness of this advertising 
at the point of sale. Figures vary 
according to study but over-all 
averages of the first 50 studies 
show that 55 out of every 100 cus- 
tomers were drawn into the stores 
by advertising. Of these 35 cus- 
tomers, 22 were attracted by news- 
paper advertising, 25 were at- 
tracted by radio and 8 were influ- 
enced by both media.” 

The low number of customers 
that both see and hear advertis- 
ing is significant, Mr. Ryan said. 
“This low figure shows there are 
two advertising markets for you: 
a market of people who can be 
reached best by newspapers and 
of people who can be reached best 


by radio. 
“The retailer who doesn’t use 
both media,” he said, “is missing 


his opportunity to develop his en- 
tire potential market.” 


@ The falling off of department 
store business on Saturdays in 
metropolitan areas was attributed 
by John H. Glass, advertising 
manager of the New York Daily 
News, to a lack of Friday adver- 
tising in newspapers by depart- 
ment stores. 

“Saturday is what you make it,” 
he declared. “The only reason 
New Yorkers flock to the neigh- 
borhood stores in such vast num- 
bers on a Saturday is that because 
of lack of Friday promotions they 
are not convinced there is any 
worth while reason for them to 
come downtown. They feel they 
can get just as good buys in their 
own neighborhood stores.” 

Joseph R. Rowen, national ad- 
vertising manager of W. T. Grant 
Co., emphasized that “the wise 
store goes beyond past experience 
to explore more deeply into the 
present and future. Its fingers nev- 
er leave the pulse of the market as 
it feels for changes in people’s 
lives and their interests. 


@ “In these times of stress and 
international friction,” Mr. Rowen 
said, “precedent is often a doubt- 
ful guide in sales promotion. Too 
many sales promotions are built 
around habit and blind ‘copyitis.’ 
Too many stores forget that having 
a definite individual personality 
is often a cleverer approach than 
becoming another store in a mob. 
Too many, in their desire to sell 
goods, forget that it is always 


| more important to ‘sell’ the store | 
than an individual item. 

“Let’s be as intent in making 
sales history as we are in study- 
ing sales history.” 

Earl W. Dorfman, merchandise 
presentation director of Hecht Co., 
Washington, told the conference 


that “if enough study is made in| 


the selection of the items to be 
promoted and _ consideration is 
taken at the outset to insure fair 
markup, adequate stock and 
quick re-order, a good item can 
become a better item, and a better 
item can become a best seller 
through display promotion.” 


KSOO, WSAT Join American 


Station KSOO, Sioux Falls, S. D., 
has joined the American Broad- 
casting Co., and Station WSAT, 
Salisbury, N. C., affiliated with 
ABC on June 15, bringing to 296 
the number of radio stations as- 
sociated with the network. 


MacDonald Leaves NBC 


37 


| Biow Co. Appoints Three 


Charles Schenck, formerly of 
Compton Advertising, and John 
Taylor, previously of Car] Wester 
Inc., Los Angeles, have joined the 
radio-TV department of Biow Co., 
New York, as production super- 
visors. Zachary Schwartz, of Col- 
umbia Pictures Corp., has been 
added to the TV commercial staff 
of the agency. 


SALES GET OFF 10 A FAST START 
...in DIESEL PROGRESS 


Because the circulation is so complete, 
every facet of the market so fully cov- 
ered and the industry itself so active, 
vibrant and progressive. It's a great 
magazine—DIESEL PROGRESS—domin- 
ating a great industry and its markets. 


bs 


Advertiuing 
2 West 45th St New ‘aaa wWNY 


John H. MacDonald has resigned | 
as vice-president and treasurer of | 
National Broadcasting Co. New 
York, to become assistant to Ben 
Tobin, hotel man and financier of 
Hollywood, Fla. Mr. MacDonald 
had been with NBC for 15 years. 


Daly Joins Geyer, Newell 

Arthur J. Daly, formerly radio- 
TV director of Peck Advertising 
Agency, has been named television 
program manager for Geyer, New- 
ell & Ganger, New York. 


Write today for DIESEL PROGRESS 
Market and Media File. 
Rex W. Wadman, Editor and Publisher 


Editoral and Production Office 


BIO N Le Cienega Blvd. Les Angeles 46, Calif 
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letterhead, ~YC youll, / find! 


CCS abere decisions count / 


‘ola BOND 


Leaders in the werld of 
finance — men whose judg- 
ment helps determine America’s 
investment in the future—know 


Cockletone Bond today. They 
have discovered in this paper not 


one, but all the qualities they 
want — the firm 
lively crackle and snap, the rich 


“heavy” feel, 


the importance of selecting the 


\, proper letterhead paper to rep- 
resent them. It is in the offices 
of such executives that you find 


shade of white to lend dignity 
and impressivencss to their 


business messages. 


You can obtain business printing on Hi ill papers wh you see this 
shield on a print shop window. Let it be your assurance of quality printing. 


SEND THIS COUPON for the rare Cockletone Bond Portfolio. lt 
contains a wide assortment of good, modern letterhead designs. 
You'll find it helpful in improving or redesigning your present 
letterheads. We will also include a sample book of Cockletone 
Bond. 


et 
t 


Hammermill Paper Company, 1459 East Lake Road, Erie 6, Pennsylvania. 


Name 


Position. 


(Please attach to, or write on, your business letterhead.) 


E Cockletone 
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| PHOTOGRAPHIC 
REVIEW 


a AWARD WINNER—James R. Neebe, of Neebe & Associates, Chicago, receives the 
an Gold Brush Award for the most outstanding advertising art in the Artists Guild of 
= Chicago's 5th annual commercial art exhibition, from Stephen Heiser, president of the 
: guild. Judges in the competition wera A. F. H. Armstrong, vice-president and art 
ctor of Leo Burnett Co.; John Wilmarth, vice-president and art director, Earle 
a Lu@gin & Co., and Horry Verploegh, vice-president and art director, Frederic 
= Ryder Co. 


% 
pt ae =,” . sa 


Se en le. i . 


B&B) MISS—This is Miss Carol Reed, who has been chosen “Miss B-1” in a contest 

conducted by the B-1 Beverage Co., St. Louis, and the Wine Institute, San Francisco. 

She's doing her bit in a joint promotion for B-1 and white and red wines, now 
under way. 


CANDIDATES’ FIELD DAY—Ten candidates for five elective offices of the Cleveland Advertising Club cut 


LIVE WIRE—Winner of the “Trad: k’ cost party featured 
at the Advertising Federation of America convention in St. Louis 
was Shirley Pizer (second from left), Keystone Steel & Wire Co., 
Peoria, tll., whose hat was adorned with two live baby chicks. 
A close contender for the title was Le Chapman (left), who came 


4} 


AFA PARTY—During the 47th annual convention of the Adver- 
tising Federation of America at St. Louis last week, these dele 
gates attended an open house given by Gamma Alpha Chi 
advertising sorority. From left to right: Horace Scott, Station 


loose June 6 with full blown campaign skits. In the picture at left, Candidate Fred P. Stash (center), laugh at. At right, Candidate Ray Kelsey (seated), general manager of Capper-Harman-Slocum, fills corn 
vice-president of Fisher & Stash . is augustly ged by Dave Baylor (right), v.p. and general man- 


ager of WJMO, while Toastmaster Stonley Patno, v. p. of Fuller & Smith & Ross, seems to find something to 


cob pipe os his manager, Norman Treadon, Ohio Bell Telephone Co., takes over. The election is June 20. 


in a beer can as Miss Griesedieck. First prize in the couples 
category went to Buster Brown and his dog Tige (right). Buster 
is Robert G. Stolz, advertising manager of Brown Shoe Co., 
St. Louis, whose wife agreed to lead a dog's life for the evening. 
(St. Lovis Globe-Democrat Photos.) 


= 
Bin. 
“a SF 1% 
WGBS, Miami; Normo Schultz, Christian Science Monitor; Sara 
Pennoyer, James McCreery & Co., New York, and a specker at 


the AFA’s opening session june 10; and Melville Gordon, Junior 
Poster Advertising Co., St. Louis. 


in 


NS Se eee ee eer a oe _ i es oS eee -< a 
os Tae ee . . . 2 z z 5 " <s: a ae os 2 so " 
BS > - ~ - } *, 

> 
. , 
es Ld Advertising Age, June 18, 1951 
ee a or me 3 . AaK% es ie ws ns i i : . ‘ a 
ee oe Ries cs. ae fi 
a ee Le A = a7 ae ci oe on oe ge * awn - er 
Lit | i ic oe ioe Sembee ; Baie 
rome it ane oo ¢ Pee Do ei ee ee 
* eo a a ry ae ee : a 
a Ly 7 oh ag! ae * 
| : * ih PS Re ces ae ee Day. - — 
: .o ‘ 7A a ah S| per A 
| iz ihe 
= . ee Beet: i 
: a +e - 3h a an 
in a ‘ » : Rewer a 5 ys — 7 
: — & : ° ' Ad eee ale a . d 
a é : ie di | ~ > Bare Ee); Py 
oie : ’ - aie tw. 
& “es y” D , ‘ ’ = — eee ae it 4 . at 
a 4 5 e OS. a sa ee J Lot ; airs 
it A eo , 5 7 ae ‘i , Hee o> ff “wy Reet? one 
: pees . : a 4 _ we ‘ ii, “5 ee 
aes: : > 4 ae see ae © + he 'y 5 he 
i : f*4 i - oe, laa pts Sa er | ; 
a > (' vis ae a Sa : 
: a ee ' 4 eee ee tae sy 
: Lee 3 ” . 2 4 : Tc eee ee yu Pas Seg 
4 Ware . Fe. 4 wena ed , oso YEE! Perc tee 4 
tt i s | te kz MM } ) AT L fe cu a m, pee es bea ; “i ae” ‘ oll ms 5 
: _ mae - % : oe ' ae Ag TOs. oe : 
i mn i , a ~ . comoont er eo" c= ek ol abies ae gepeme tM Ps 
eS Se | Tweens * O!hUCirC Sa | 
oak Ed 4 Li : = =» az "ae. \ 5 yay a al aa ee { cae ® a Sie ot - ~. Pri es, ; 
3 ve ae ee oe Te? 2 ee eee ll 
% a4 " ats pie Z >. » N ‘ 5 Se ae aoe Co: ee Oe aera’ Pa 
= a eee < ‘1 . / ° 
545 1. T : : 
, oP 2 o 
a F ; ‘ PA ° a 
es ‘ es . 
. : ' ; 
> ¥ hagas — 
4 : Rie - € . 
4 } « . se ‘1, 
o . 4 4) , / ‘ — ‘ 
eS ~ =  & " ; ——— - oF 
oe J s 3 
«Bs » <> . ' x 
a x ! "4 _ i ‘ 
Soll — . 14 ae J -” . 
7 . 3 yi 
y ‘ . ¥ : +e ‘i ' yr. ; 
4 ‘ eh: ; i 
4 ** “ e \y. ‘ sa i ) ba? \ " 4 ry ’ < ) 
- ‘ v7, z= eke (& Fe. €\. é 
-* z ios) _ ore & « VAG i |" : fay .° 
Ma ee. as 38 Ye 7 
Ss % a SS ia ” 
a “| ° ; Bs Re Cn) es. a 4 coe * @ j * dh 
Ls. 8 a oe oie a it, ae ra pa / OO 
3 - ee. a i a - ey iS 3 ae " 4 4 ” 
“34 . " al 1d Pe ae , Sy ~ 
a a ; ~ : a 4 as ~~ i. 
ue : aie ie ail poe ~~ a ee ee: oe . 
«Gere 
} P — - 7 pe gaa 
ob | : - t Re Sas L¢ SPSS Bode _ 

5 a : TOE se CS SS 
‘ _ wu ey \ + Bes ; 5 ; is a — 

= aS ie Be : —" +4 es — 

’ e 2 . ee S has ey 5% te : Sif)» “ 
+ ; ea, r A: gh 1 Oe <a ae Wy ge ._ Bigs ee aN * ‘ a iy - 
<i / ‘ site| ae } 5 aR Ret 4 ee. , & ‘i a “ . 1 fe 2 pee oan f L | ie ” we 
as pee; ie. Lea ee a 4 i, OPS i: ey 3 ae — | 
A Bs ce Weick: 5 : a } . : 2? ee % " ay i 3 # z OQ Mi ’  * 
4 ; : N Le .2e se | & as : 3 aed . % the ; =t4. Se on | 
| > oe Pilie Og* . le: | f ' al 
nas i i. ee it Ae. 4a y »/an; g. ; 
=. int SUeEat! sa : BG os ) } ET oa 
a ee —— se”  , San - : in > ine fl ad | 
, on a. 2 a poise Se : ae ae x a “ & Ha : ‘i. pd a ‘ \ j f q 
4 or —— © o | ew < a PO © ae a ee 5 , qa 
y y Be, ey a. a a 2. ee 7) , ; XX 4 i Peet tes te! my 2 1 oe wae 
win SE ob mee ces | ia . oF * ae - £ ak i - oe i 
Meee bas or’ Xe 4 ae Cian Bre! eee ae -_ 4 o .: ba 2 ,. Lams d —=) } 
ee ops 2. es we = ea f 8 jae’ jee | 
— : i a ae ¥i 8 bee ay) Les 
: PN EO APF #38} — an | lia. 
Ee ve : ie Bn” a . ly . Se ? : = fe F. « - Z ew & ° 4 I 
as = 3 ; Bs ie MeN. 1 oe See 4 Jy \ ia 
, 4 = Eee 3) re —_ a ~ , a ; ae i 2 =a Lf a Tas po -_ 4 a f t 
; , - ~>4 meg eo 8 ‘ 3 ak . oe i me ‘ << ia ped a = bm BS eG ~} i 
t ¢ ¢ | ee b Ot BR, "ss eee ee KS jo fy .ay “eo me a j 
< : y 2 8 eae 2: { P wer of ee a ee bal = r 1 aces: rn he 
% ae Ag Z A Efi tae : Y ~ i thas Lay i . : P A , Ax - 4 | = Be re i % ac ie 
; Ri 2 j a 22 <= ees PS : hy —' 2. ae ee 
: sree, ie = —— ~ 21: ae \\e SS =. i | healg oan? 
is ea § ~ . oe: } hum sa ‘- * r Stes B a a a 5s 4a ; i } 
ae st ce P =~ ees >), @i ia. ~ } =F | Bates a | 
bk : el “I : os — = ie ‘ ee se =: or a it 
gs ‘ < ? i j 4 Bf i> (ee 2 ees i" we ee j 
- Bhs 's a Ae A; { 5 wt A m Ta ‘ < | i ‘ a 
2 eh vor ems A, Tb! 4 A > 4 1% : ’ 2 p eee t 4 
siya wwe : Ao). ; ha*s I 3 A A i , ~~“ : . ’ PR it; in +* ? . if 
3 ene an 2 i ' ~— 
7) ie ca? a : ' . ' as ~ 
Soe CC; } ry es eae ; : ci rd : ; 
Se pe es > a P i 1 ; ' 
ee | 
4 — 
ig . ‘ 
ye ae 5 gett Bid ne -.) a nn Danan meme he eh a aE <2 att Ca ARIAS Coe eae ae ao oF 5 oir. oe 


Shes 


populér.. 


A reporter on the school paper, active in the “Hi-Y’ 
Club, busy DORIS ZARHT also molds exquisite 
ceramic pottery. She graduates this month with honors, 
and is looking forward to going \o college. Doris says: 


“This is the busiest year of my life but I always find 
time for Quick. It’s interesting—keeps me up to par in 
social studies and current events. And Quick helps 
keep the conversation rolling at parties or on dates.” 

+ e . 
A revealing study called “Reading Habits of Subscribers,” 
conducted by independent researchers, discloses the 
reasons behind the dynamic growth of Quick magazine 
... reasons that the alert advertiser can quickly 
turn into profits. Ask for your copy of this report. 


Quick offers you: 

1. A new circulation guarantee . . . of 1,100,000— 
effective October 1, 1951. 

2. The lowest cost per thousand in the weekly field. 

3. Rates and circulation guaranteed for a full year. 

4. Spotlight visibility—every ad a full page. 


Actual size . . . convenient fer pocket or purse 


| 


the pocket news ma 


zing 
eople depend on: nt 


GARDNER COWLES, EDITOR 
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‘Voice’ Needs Equipment, 
Henry Mayers Insists 

To the Editor: G. D. Crain Jr.'s 
thoughtful editorial comment in 
ADVERTISING AGE [May 21] should 
do much good, I find the Voice of 
America situation is being in- 
creasingly confused, as evidenced 


by the John S. Knight editorial 
he quoted 
The phrase, “The Voice of 


America,” can mean two quite dif- 


ferent things to different people 
1. It can mean U. S. propaganda 
activity in general. 2. It can mean 
the specific job being done current- 
ly under State Department direc- 
tion. A citizen may be very posi- 
tive as to the importance of the 
former, yet very negative as to 
the value of the latter. 

Although my advertisement pro- 
testing the congressional cuts con- 
tained plenty of criticism of the 


Top Impact 
On the Buying Power of 
Growers, Packers and Handlers 
of the $6 Billion Fresh 
Fruit and Vegetable Industry. 


THE PACKER 


201 DELAWARE STREET 
KANSAS CITY 6, MISSOURI 


the Adverliser’ 


‘This department is a reader’s forum. Letters are welcome. 


present operation of the Voice, Mr. 
Knight apparently mistook it for 
a defense of the status quo. 

The appropriation cut by Con- 
gress was largely for the building 
of high-powered radio transmit- 
ters. To withhold funds for such 
purposes helps no one but Joe 
Stalin. 

If we have a good weapon, we 
don’t scrap it just because the 
crew now operating it is ineffi- 
cient. If a new government agen- 
cy for propaganda were to be set 
up next year, that new organiza- 
tion would still be handicapped 
with lack of physical facilities for 
broadcasting, because of Congress’ 
preoccupation with the State De- 
partment’s admitted weaknesses. 

Studying the gratifying mail 
that has resulted from our mes- 
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Send in this 
Coupon —— 


Today 


To; RADIO DAILY-TELEVISION DAILY 


1501 BROADWAY 
NEW YORK 18, N.Y. 
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Book 


COMPLIMENTARY 
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RADIO DAILY-TELEVISION DAILY 


One Year Subscription (260 Issues) $15.00 


Send me the 1951 RADIO ANNUAL-TELEVISION YEAR BOOK and 
the next 260 issues of Radio Daily-Television Daily (full year's 


subscription). 
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U.S. and Canada, $15 per year. Foreign $20 per year. 


sage to the advertising profession, 
I conclude that there is a rea! basis 
for hope that our government will 
eventually set up a separate pro- 
paganda agency along lines out- 
lined by Paul G. Hoffman in his 
great book, “Peace Can Be Won.” 
Every ad man should read his 
Chapter 8 on psychological war- 
fare. 

I doubt that Mr. Hoffman has 
much more regard for the present 
efficiency of the Voice than Mr. 
Knight has. Yet he has written me 
that he finds himself in complete 
agreement with my ad, an indica- 

|tion to Mr. Knight that it is not 
merely the “friends of the Voice” 
| who are critical of Congress for 
the appropriation cut. 

Your editorial refers to Sen. 
William Benton as an enthusiastic 
advocate of the Voice. He is now 
quite critical of it. His own exper- 
ience in the State Department 
seems to have convinced him, too, 
that U. S. propaganda must now 
be in other hands. 

The best contribution to the 
problem that organized advertis- 
ing could make would be: 1. To 
insist that Congress show more 
appreciation of the potential of 
psychological warfare. 2. To urge 
Congress to immediately vote suf- 
ficient funds for such “weapons” 
as radio transmitters, without 
quibbling over who may some day 
be operating them. 3. To support 
Hoffman's or Benton’s or anyone 
else’s sound program for sep- 
arating propaganda activities from 
the State Department. 

HENRY MAYERS, 

The Mayers Co., Los Angeles. 

- e . 
Sen. Dirksen Promises 
Thorough Study of Ad Tax 

To the Editor: The ways and 
means committee of the House of 
Representatives is presently com- 
pleting action on the general rev- 
enue bill, which includes the pro- 
posed excise tax on advertising. It 
will be a little while before the 
committee has finished its labors 
on the bill, and thereafter the 
| measure will go to the House for 
consideration and approval. 

Thereafter the measure goes to 
the Senate finance committee, and 
it is fair to assume that further 
testimony will be taken before the 
Senate committee completes ac- 
tion. It must then be approved on 
the floor of the Senate and ultim- | 
ately go to a conference committee 
| of both houses to iron out the dif- 
| ferences. This means that some | 
| time will elapse before there is an | 
| opportunity for action on the Sen- | 
| ate side. 

Let me assure you that every 
aspect of this matter will be given 
study and attention in the light of 

the revenue needs, the effect of the 
excise tax on the industry and on 
the economy generally. 

Everett McKINLEY DIRKSEN, 

(R., Ill.) United States Senate 

Committee on Banking and 

Currency, Washington, D. C. 

} . - 7 

| Detroit BBB Has More Facts 
|for ‘Annoyed Reader’ 

| To the Editor: Our attention has 
been called to an anonymous com- 
munication which you published 
May 21 in “Voice of the Adver- 
tiser.” 

Just why this particular com- 
munication was cloaked in anon- 
ymity, while the other seven 
letters you reproduced each bears 
a signature, I wouldn't know. I 
do know, however, that it is a 
characteristic of the stuck pig to 
squeal, and I have a lively curios- 

ity to know who the pig is in this 
instance whose squeal you have 
reproduced. 

The following uluations partic- 
ularly intrigue me: 

“Another phase of the ‘Onward and 
Upward’ crusade that disgusts realistic 
advertising people is this continual call- 
ing out of the BBB dogs to snarl at 
advertising people for ‘distorting the 
truth.” And not only the BBB 
hounds are actually toothless) 
find vague censorial powers 


(whose 
but 
given 


we 
to 
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the advertising managers of the local 
newspapers. Of course this latter tribe's 
moral indignation is hardly visible in 
periods of thin issues and low revenue 
-they'll scramble and fight like hyenas 
for business, with no holds barred. But 
when issues are fat and the treasury 
is big with revenue, they suddenly de- 
velop a social conscience and look coldly 
down their long red noses (lately turned 
blue) at any and all copy that claims 
to do something for people and do it 
fast and weil. They begin to pick apart 
the headlines and subheads, and probe 
with a sharp scalpel among the sub- 
heads and body copy, frowning at each 
exclamation point, and shaking each 


adjective to see what falls out Let the 
BBB get after the real cases of unfair 
business practices—the rent gougers, 


rackets preying on servicemen, weighted 
meat scales, service overcharges, swindles 
and con games 


The enclosed broadside repro- 
duces local headlines and news 
columns. You'll note therein the 
Detroit Better Business Bureau's 
exposure of the “Rental Racket 
Swindle”—“Gouging on Eye Glas- 
ses"—“Furnace Concern Accused 
of Bilking Home Owners”— 
“Gouge Barred in Auto Financing” 
—‘Fake Cancer Cures”—“Yank 
Out Repair Racket Gyps Thou- 
sands’”—“Door-to-Door Frauds 
Are Back"-—“Bureau Cooperates 
in Program to Minimize Televi- 


|} sion Complaints”—‘“Cemetery Lot 


Rackets Return’’—‘“Business Bu- 
reau Warns of Fur Rackets”— 
“Fight Stock Swindlers in Ontar- 
io”—etc., etc., etc., 

The enclosed May issue of our 
bulletin, the “Factfinder,” briefly 
reviews the Bureau’s activities in 
1950. You'll note that the 44 cor- 
rections published at our request 
didn’t deal with misplaced commas 
nor do they reflect “vague cen- 
sorial powers” of the advertising 
managers of the local newspapers 
who have long cooperated with 
the bureau—and that there are 
other indisputable marks of den- 
tures rendering ridiculous the 
canard that the BBB is toothless. 

As a sporting proposition, I trust 
you'll agree that any shooting 
that’s done in your “Voice of the 
Advertiser” department should be 
out in the open and not from am- 
bush. You are welcome to publish 
this letter of mine in an early is- 
sue of ADVERTISING AGE as at least 
a partial reply to “Annoyed 
Reader, Detroit, Mich.”. .whose 
identity, I believe, should be made 
known not only to us, but to your 
readers. 

H. I. McELpowney, 


Better Business Bureau of 
Detroit, Detroit, Mich. 
. . e 


Praises Woolf's ‘Salesense’ 

To the Editor: We wish to in- 
dicate our interest in James D. 
Woolf’s comments in “Is the Cus- 
tomer Simple Minded?,” as ex- 
pressed in the May 28 issue of Ap- 
VERTISING AGE. 

We appreciate his ideas concern- 
ing advertising that is informa- 
tive, dignified and sentiments con- 
cerning good copy in an interesting 
and enlightening manner. 

We also greatly enjoyed the 
article about “The du Pont Story,” 
as well as the many other fine 
articles. 

Bee Wynn, 

Director, Public Relations, 

Wynn Oil Co., Azusa, Cal. 

e o o 
Power Mower Ads Carry 
Merchandising Stories 

To the Editor: If you have been 
following in any way the power 
mower industry, you could not 
help but have noticed the major 
strides that have been made by 
this growing industry in the way 
of public acceptance in the last 
four or five years. 

As a newsworthy item in this 
connection, I call your attention 
to the enclosed proof of a two- 
page, two-coler spread prepared 
by us for our client, Jacobsen Mfg. 
Co. of Racine, Wis., and its asso- 
ciated companies, appearing in The 
Saturday Evening Post of May 26 
I might mention briefly in passing 
that a complete merchandising 
program has been developed in 
connection with this national ad- 
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DEALER SPREAD—Jacobsen Mfg. Co. and its associated companies list dealer outlets 
in this two-color spread that appeared in the May 26 Soturday Evening Post. 


vertising. All Jacobsen dealers 
have been supplied with a mer- 
chandising package consisting of 
ad mats to be used by dealers in 
their local newspapers next week 
tying in with the spread, radio 
commercials for local station use, 
reprints of the advertisement, spe- 
cial window trim and ideas for 
sugges’ed window displays. 

The merchandising problems 
that are faced by Jacobsen are 
rather complex. In the first place, 
it must deal with not one generic 
name, but three, as each of the 
three associated companies has 
distinctive company structures and 
brand names. Secondly, methods of 
distribution vary from direct-to- 
dealer to franchised, exclusive 
dealer to jobber distribution. 

The Post advertisement referred 
to is notable particularly for the 
fact that for the first time (to my 
knowledge) in the power mower 
industry it lists a representative 
group of dealer outlets in a na- 
tional consumer publication. 

For your further information I 
am also enclosing a proof of a 
Jacobsen four-color page adver- 
tisement which appeared earlier 
this season in Better Homes & Gar- 
dens and Sunset. There is an in- 
teresting merchandising story be- 
hind this ad also. Briefly it is 
this: Jacobsen alone among the 
major manufacturers of power 
mowers builds its own 2-cycle 
engine. All major competitors use 
4-cycle engines, and until Jacob- 
sen struck out on the initiative, 
united in attacking the 2-cycle 
principle both on the dealer level 
and consumer level. The reaction 
to the engine story told in this ad- 
vertisement has been remarkable 
Controversy as to the relative 
merit of 2-cycle and 4-cycle en- 
gines has lessened very noticeably 
since the ad was first published 
in February, and Jacobsen feels 
that today it is not the major point 
of controversy it was previously, 
but that it has now taken its 
proper position in the whole per- 
spective of competitive selling. 

Present activities are certainly 
quite a far cry from seven years 
ago when I first became the 
Jacobsen account executive—when 
it was an outstanding achievement 
to place a contract for 42 lines in 
a national magazine and when the 
total annual advertising appropria- 
tion was the substantial sum of 
$25,000! 

The day is rapidly approaching, 
thanks to the aggressive, intelligent 
promotion of the power mower 
industry as a whole, when a power 
mower will take its place as a 
normal, standard item of house- 
hold equipment comparable to the 
status of the electric refrigerator, 
radio, etc. 

O. C. DAHLMAN, 

Bert S. Gittins Advertising, 

Milwaukee. 

* + 
Suggests a Censorship 
Board for Advertising 

To the Editor: Your columns 
have carried considerable discus- 
sion of obscene advertising and 


ways of correcting it. 


I am not arguing about the 
standards involved, but that they 
should be controlled by a single of- 
fice. The movie industry has had 
to make its films meet the approval 
of every police captain, every law- 
ful state board of censorship, every 


= 


church board, and a number of 
women’s club censorship bureaus. 
The result is that they can do 
nothing that does not offend one 
such board. Even Shakespeare's 
“Hamlet” was banned in Boston. 
It would seem to me that ad- 
vertising agencies would deem it 
more important to have only one 
board to deal with regarding these 
standards than to have these 
Standards set on any particular 
level. 
KENTON E. SMITH, 
Chicago. 
AA’s columns have been dis- 
cussing advertising which is in 
poor taste; we haven't seen any 
obscene advertising lately and 
recognizable obscenity is no prob- 
lem. The question of an advertis- 
ing “Czar” has been raised from 
time to time, but not recently. We 
don't like the idea. Do readers? 
° e 7 


Questions Press Leadership 

To the Editor: The Oregon News- 
paper Publishers’ Assn. no doubt is 
aghast at governmental interfer- 


ence with business—yet it very 
eagerly sponsors a price fixing bill 
to shackle the institution of com- 
petition, the very keystone of our 
capitalistic system [Oregon legisla- 
ture passes legal advertising rate 
hike sponsored by Oregon News- 
paper Publishers’ Assn., AA, May 
28). 

Such actions make one wonder 
about the quality of leadership 
being exercised by much of to- 
day's American press. 

Brown Boorn, 
Houston, Tex. 
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Fading Continues 


To the Editor: I liked Jadi Kee- 
gan’s paraphrase of MacArthur's 
now-famous last line (AA, May 
28), but even better did I like one 
that appeared in Rollin Palmer's 
“Band Wagon” column in the Buf- 
falo Courier-Express: 

“Old Dice Players never die, 
They just Fade and Fade and 
Fade.” 

Gorpon E. Wurrseck, 
Advertising Manager, Nation- 
al Mfg. Corp. Tonawanda, 
> A 


creators of 


properly planned 
publicity 
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HOLLYWOOD PLAZA HOTEL 
HOLLYWOOD 28, CALIF. 
1131 Teletype LA. 710 
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Prize Winning Camerar 
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For pictures 
that make 


a splash... 


THE CENTURY 


GRAPHIC 


Dependability and versatility } 
these are the two buys j 

words of the Century Graphic 

and all the famous Graphic 

cameras, With a Century 

Graphic your only limits are 
your own shill... 
capabilities are unlin | 
Sports and news shots... ) 
portraiis, pictor ials, and 

_ all these are 

yours with a Century 

Here's the camera used by 

photographers ) 

ymy in color 


and-white work. Complete wit 
fine lens and shutter, $109.90, 
See your dealer today | 

(Price subject te change) 


ill 
IN He A 


amera’s 
ed! 


Graphic! 


——— 


d blaek- 


120 Rell Helder 


sll 


ly welcomes another new advertiser! 


Advertisers want a magazine with editorial impact, large circulation, a quality audience and 
the lowest possible cost. Graflex discovered that CORONET has all the answers—and beginning 
with the June issue, Graflex started selling CORONET’s more than 2,650,000 better families. 
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Retailers Are Wary: 
Fear Price Breakdown 


(Continued from Page 1) 
then only on a few items, Ex- 
amples are: Toastmasters, down 
from $26.50 to $19.88; Remington 
Rand electric shavers, $25.50 to 
$12.99; an electric drill, $22.95 to 
$18.88, and a baseball glove, $7.50 
to $5.99. 


ea A spokesman for the Detroit 
Retail Merchants Assn. said that 
the firm stand of Hudson and Cun- 
ningham would make any step 
toward a price-cutting war “very 
unhealthy” because of the para- 
mount position that these two 
stores hold in the city’s retail busi- 
ness picture. 

A spokesman for a large appli- 
ance dealer frankly admitted that 
“Hudson could ruin all of us in a 
price war.” 

A large Detroit druggist said 

that the 50-day-old transit strike 
was an important factor in dis- 
couraging any price cutting. With 
all streetcars and buses idle, the 
downtown stores have been dealt 
a terrific blow, he said, and it is 
doubtful if even a full-scale price 
war could do much to stimulate 
sales when people have no trans- 
portation. 
All of the larger stores in the 
10tor city are now dependent to 
large extent on phone orders. 
eighborhood stores, however, are 
njoyving near-normal sales. 


eer 


In Omaha, Lou Gerdes found 
he city’s largest retailers deter- 
1ined to do what they can to head 
ff a price war. 

They took their stand after a 
urge independent druggist an- 
ounced slashes on all fair traded 
tems. So far the efforts of the 
ther retailers are succeeding, 
A’s reporter found. 

Over the weekend Lee 
resident of Smith Drugs and a 
ong-time foe of fair trade, an- 
nye he would cut prices on all 


Perry rerrs 


Smith, 


eS oe 


air trade items. 
» Mr. Smith, who sells everything 
@rom groceries to hardware in his 
Btores, said that people had been 
sking him for a week why he was 
aiting when he and other fair 
rade foes had promised that the 
end of the law would mean lower 


prices. 

Reductions at Smith stores in- 
clude: Anahist down from 99¢ to 
79¢; Sunbeam Mixmaster, from 


$46.50 to $36.40; Polar Club electric 


fan, $11.95 to $7.95; St. Joseph 
aspirin, 49¢ to 29¢; Hadacol, $1.19 
to 89¢; cigarets, $1.84 to $1.79; 
Serutan, $2.69 to $1.98; insect 
bomb, $1.89 to 98¢, and Barbasol 
39¢ to 29¢ 

e Mr. Smith said that a price war 
would be healthy for retailers, 
adding: “I intend to run my store 


sensibly now that the law is out 
of the way. The things which for- 
merly carried an absurd markup 
will be sold at value.” 

Except for those retailers which 
normally advertise cut-rate prices, 
Mr. Smith has not found any fol- 
lowers in Omaha. A survey of 
some 20 major downtown stores 
brought a unanimous “no” in re- 
to the “Do you 
plan any price cuts on fair trade 


sponse question 


items?” 
Some retailers were critical of 
wire stories which they said re- 


ported a price war in spots like 
Omaha, when no major stores 
were taking part 


e The fair trade front is quiet in 
Seattle, according to Elliot Marple, 
but a lot of merchants are uneasy 
They are watching warily for any 
outbreak of price cutting, but are 
hoping they can ride along on the 
status quo. 


attitude that costs of operation are 
so high that they cannot afford to 
cut prices,” Marple reported. 
“News stories on New York’s price 
war got good play, but shoppers 
who turned to the advertising col- 
umns for any signs of local price 
cutting were disappointed.” 

The Washington State Pharma- 
ceutical Assn. reported that up to 
June 11 it had had no complaints 
of price cutting on fair traded 
items. One informal report had it 
that a drug chain was carrying 
Aspergum at 6¢ less than the fair 
trade price, but a check revealed 
that it was a “mistake” and would 
be rectified at once. 


@ One trade association represent- 
ative who has been following fair 
trade developments closely said: 
“I hardly dare mention it, the 
situation is so delicate, but I am 
afraid price cutting will break out 
in the jewelry trade.” 

There have been some sharp 
cuts in both furniture and appli- 
ance prices, Mr. Marple reported. 
In Yakima one furniture dealer 
rented the county fairgrounds to 
stage a price cutting sale, which 
he promoted with double-truck 
newspaper ads. 

Appliance dealers in the Seattle 
area seem to be going along with 
present prices. One of them re- 
marked: “Fair trade didn’t mean 
too much in appliances anyway. 
Another dealer would offer a big- 
ger trade-in and there was nothing 
you could do about it.” 

The sales head of a group of 
drug stores remarked: “There's 
not too much enthusiasm for get- 
ting into price cutting, but it’s 
going to happen; someone will kick 
over the traces. It will have to be 
a good-size operation, though, be- 
fore anyone in the trade will take 
notice of price cutting.” 


ein Atlanta, Milton Krueger 
found only one case in which the 
fair trade line had been broken. 

Citizens’ Jewelry & Loan Co., ac- 
cording to its manager, H. R. Kaye, 
was the first in the South and the 
only major store in Atlanta to 
slash prices on fair trade items. 
Mr. Kaye said he felt that the deal- 
er owed it to the consumer to set 
his own markup margin “because 
many national concerns have 
priced their merchandise out of 
the demand market.” 

Specific price markdowns on 
items sold by Citizens’ Jewelry 
are: Nationally advertised wrist 
watches, including Elgin, Hamilton 
and Benrus, from 25% to 30% oft 
retail list; nationally advertised 
toasters, mixers and other appli- 
ances, 20-25% off retail list. 

But the appliance, drug and de- 
partment stores anticipate no price 
cuts at present, AA's correspond- 
ent learned. 

Speaking for drug store owners, 
Jack Bates, managing editor of the 


Southeast Drug Journal, said he 
felt that the great majority of 
legitimate drug store owners in 


the area will not cut prices on fair 
trade items 

Davison-Paxon, large Atlanta 
department store affiliated with 
Macy's, has made no move to fol- 
low the New York Macy 
example 


store’s 


e “For a while last week it looked 
like the San Francisco Bay area 
might see a price war,” Ellis Walk- 
er reported. “But after a few 
minor skirmishes merchants have 
settled back again to a ‘watch 
and wait’ routine.” 

The leader in two days of brisk 
action was Weinstein Co., with 
seven San Francisco stores. The 
company used multi-page spreads 


“Responsible retailers take thein the city’s four daily newspapers 


| 
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EYE CATCHER—This picture measured 

15x18” in the Philadelphia Inquirer June 

10. Hess Brothers, Allentown. Pa., was 
the advertiser. 


to herald a welter of bargains, and 
a few other stores announced im- 
mediately that they would meet 
prices on the advertised items. No 
one, however, attempted to under- 
cut Weinstein’s prices. 

What looked like the start of a 
buying spree, however, turned out 
to be little more than the com- 
pany’s annual department mana- 
gers’ sale. By adept merchandising 
and advertising gimmicks, Wein- 


stein managed to cash in on the) 


national publicity surrounding 
New York’s price war. 


@ Sidewalk barricades and win- 
dow boards were erected in front 
of Weinstein stores, and by mid- 
forenoon of the sale’s opening day 
an estimated 10,000 shoppers had 
entered the company’s main store. 
Macy’s San Francisco and the 
Emporium were the only large de- 
partment stores which met Wein- 
stein’s price cuts in the three-day 
skirmish. The White House and 
City of Paris stores classified the 
whole thing as a “phony” and re- 
fused to change their price tags. 
Weinstein’s biggest competitor 


|}in the cut-rate drug field, Bena- 


tars, met all price cuts, and some 
dozen or so stores on the peninsula 
dropped prices to meet the metro- 
politan competition. 

Typical of the cuts made were 
those on Mixmasters—from $46.50 
to $37—-and on Toastmasters— 
$27.50 down to $21.19. Other re- 
ductions at Weinstein’s included: 
Tangee lipstick, from 89¢ to only 
19¢; Stroock ladies’ coats, from 
$79.50 to $49.59; Dr. West tooth 
brushes, 59¢ to 39¢; Drene shampoo 
combination, 86¢ to 43¢; Serutan, 
$1.25 to 84¢; Bayer aspirin, 75¢ to 
49¢; Schick electric shaver, $24.50 
to $19.50. 


es Ivan A. Anixter, president of 
Weinstein, said no further cuts in 
items already reduced are con- 
templated; and already some of 
the items reduced for the sale have 
gone back up to their original 
price. Others are staying at their 
reduced prices and most drug 
stores are meeting the competition, 
Mr. Walker reported. 

The California Manufacturers 
Assn. said a survey it had con- 
ducted indicated that only 19% of 
the manufacturers have 
been operating under the fair trade 
laws anyway. Thirty per cent said 
they were firmly opposed to man- 
ufacturers’ being granted fair 
trade privileges, and 37% said they 
believed manufacturers should be 
permitted to set the minimum re- 
tail price on their finished con- 
sumer goods 

The San Francisco Chamber of 
Commerce on June 14 will sponsor 
a special meeting for area business 
men, to discuss the fair trade sit- 
uation 


state's 


@ There has been no evidence of 
price cutting in Milwaukee, Hamp- 
ton Randolph reported, and the 
big brewing city continues to be 
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‘Manufacturers’ Legal Efforts Fail 
to Halt N. Y. Fair Trade Price Cuts 


New York, June 14—This cock- 
pit of the price war continued to 
jump with activity this week. 
Manufacturers tried to put legal) 
curbs on the retailers who were 
slashing prices on their products, 


and the retailers went merrily 
ahead. 
While manufacturers fumed, 


small retailers sued, and the Bet- 
ter Business Bureau clucked over 
the price war and the copy claims 
which accompanied it. The giants 
of the business continued—par- 
tially ignoring the outcries, par- 
tially insisting that one store— 
Macy’s—was responsible for the 
whole thing. 

And although manufacturer aft- 
er manufacturer pledged himself 
to withhold his products from the 
stores, outlets kept getting their 
supplies, reportedly by shooting 
buyers through a 12-state area. 


es IreM: Sunbeam Corp., whose 
Mixmaster was one of the prime 
footballs in the early scrimmages, 
announced a plan calling for fair 
trading at wholesale as well as 
retail levels, under which whole- 
salers may not accept orders from 
| retailers unless they have agreed 
to a resale price. Further, Sun- 
beam (whose new agreements are 
effective Sept. 17) will put serial 
numbers on its products, thus be- 
ing able to trace the source on all 
merchandise. 

Ir—EM: Dormeyer Corp., seldom 
a newspaper advertiser, took space 
in the World-Telegram & Sun and 
the Daily News to stress its fair 
trade price of $46.50, and its posi- 
tion as “America’s No. 1 food 
mixer.” 

At the same time, department 
stores were selling it for $27.79 
and in the New York Post, Bryant 
Sales Co., using the same picture 
illustrating the Dormeyer ad, of- 
fered the machine for $28.95. 


e@ Item: Adolph Rothbaum, a 
Queens druggist, succeeded in 
getting a temporary injunction 


against Macy, restraining the de- 
partment store from selling ten 
|drug items. below fair trade 
minima (among them Ex-lax, 
Griffin shoe cream, Silent Night 
toilet water, and Pertussin). The 
store yanked the products off its 
shelves while promising an ap- 
peal. 

Yesterday, however, the products 


were restored to the counters, the| 


store saying it had not been served 
with the injunction. Macy’s told 
reporters it would continue to sell 
the items at cut prices even after 
it received the injunction, be- 
cause it is said to be buying them 
from out-of-state wholesalers 
Item: Although it was hopefully 


said that traffic in the stores had 
slowed from the salmon run of 
the early days, AA reporters found 
the stores still crowded, lines still 
waiting to buy. 


e Irem: S. Klein, the mammoth 
“pipe-rack” store on Union Square, 
began to launch its summer of- 


fensive, centering on watches. 
Over the anguished screams of 
Bulova and Benrus, the store 


slapped watches on sale at 50% 
off fair trade prices, federal tax 
included. 

Benrus, Bulova and Longines- 
Wittnauer sought a_ preliminary 
injunction, which the New York 


supreme court denied, Justice 
James H. M. McNally ruling that 
in view of the factual issues 


to be raised, only a trial (and he 
offered the watch makers an early 
opportunity in court) could settle 
the matter. The makers argued 
their products are made and sold 
in New York, hence subject to 
the Feld-Crawford Act. Klein said 
the manufacturers were engaged 
in interstate commerce. 

Longines-Wittnauer took its case 
to the public in a series of adver- 
tisements, pointing out its belief 
in fair trade and urging the pub- 
lic to buy through reputable jew- 
elers (the company’s traditional 
distributors). Benrus said only 
dealers signing agreements would 
be supplied. 


e@lIrem: Anthony Masciarelli, 
commissioner of markets for the 
city, found TV dealers luring con- 
sumers by advertising low prices 
on products which were not avail- 


uble, and he assessed violation 
penalties of $100 each for three of- 
fenses by Dynamic Electronics, 


New York chain operator. 

Item: Edward L. Greene, presi- 
dent of the National Better Busi- 
ness Bureau, warned in a release 
that while the NBBB isn’t inter- 
ested in the price at which a mer- 
chant sells his merchandise, it is 
concerned “about advertising 
claims or representations to under- 
sell competition which mislead the 
public.” 

ITEM: Gimbel’s ran a full-page 
ad yesterday, announcing it was 
selling bottles of 100 Bayer aspirin 
tablets for 8¢. A Sterling Drug 
official conceded that it was going 
to be a headache to the company. 
As for the Feld-Crawford Act, he 
noted that Sterling—which manu- 
factures in New Jersey—was in 
interstate commerce. 

Unlike major appliance makers, 
he said, Sterling could not combat 
the price-cutting by controlling 
distribution, since it does not dis- 
tribute directly, but relies on a 
large number of wholesalers 


the most costly city in which to 
live, according to the Bureau of 
Labor Statistics. 

Some dealers reported that they 
had been warned in letters from 
manufacturers that they would get 
no more fair trade products at the 
first report of price cutting. 

Even if price wars do start in 
Milwaukee, the Wisconsin “anti- 
loss-leader” law would put a floor 


under prices. The law prohibits 
a retailer from selling any item, 
fair traded or not, at less than 


6% more than his cdst 

The constitutionality of the law 
is currently being tested in the 
state supreme court by an Eau 
Claire grocer accused of selling 
cigarets, soap and shortening at 
virtually cost. Dealers are awaiting 
the outcome with interest, recall- 
ing that the state’s fair trade law 
has been upheld twice by the state 
supreme court. 


@ The first break in prices is ex-| 


pected to come in the retail liquor 
trade, unless business improves. 
Most liquor stores are heavily 
stocked. If Congress boosts liquor 
taxes, many dealers will reduce 
prices to move liquor so that they 
can get cash to meet the increased 
levy on floor stocks. 

What has been termed a “practi- 
cal” solution to the problem of 
price cutting has been announced 
by Math T. Lauer, division mana- 
ger of McKesson & Robbins. He 
said distributors of the company’s 
products would include on all cus- 
tomer invoices a contractual state- 
ment to the effect that the retailer, 


by his act of accepting the mer- 
chandise, agrees to maintain the 
published rétail minimum price 


when selling to the consumer. 
Milwaukee appliance dealers, 
with big inventories in many lines 
are watching each other like 
hawks. The president of one chain 
of appliance stores said: “So far 
everyone is calm, but if one starts 
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HE'S NEW—Calvin J. Smith 
comer Jim Cox, recently named West Coast station relations director of Broadcast 
Music Inc., as BMI President Corl Haverlin does the honors. Looking on at right is 
Ward Ingrim, Don Lee Broadcesting System. The scene took place at the May 


(left), 


meeting of the Southern California 


KFAC, Los Angeles, shakes hands with new- 


Broadcasters’ Assn. in Hollywood. 


cutting prices all 
jump in.” 


the rest will 


s There have been a few flare-ups 
in drug items in outlying areas of 
Los Angeles, Phil Seitz reported. 
These were started by a small 
drug chain operating in the beach 
towns south of Los Angeles. 

The flare-ups died down when | 
the huge Thrifty Drug Store chain | 
undercut the small chain’s prices | 
l¢ to 2¢ on all items involved. | 
Thrifty, which operates more than | 
100 stores, most of them in the| 
metropolitan area, cut prices only | 
in the areas affected. 

In the drug trade the consensus | 
seemed to be that none of the large 
chains, and the independents as | 
a group, want any part of price) 
cuts. 

Despite the fact that manufac- | 
turers’ representatives are seurry- | 
ing around signing druggists to) 
fair trade agreements, and doing 
what they can to put out fires be- 
fore they get out of hand, the situ- 
ation is considered potentially ex-| 
plosive, AA’s Los Angeles corre- | 
spondent reported. } 


e It is generally agreed that if 
some large operator or one of the 
small chains should start cutting 
prices the large chains and inde- 
pendents probably will join in, | 
even though they won't like it. 

In the appliance field in Los An- | 
geles there seem to have been no 
cuts at all. There are special deals, | 
such as naming a song played on 
the radio and getting a $100 dis- 
count, etc., but these are always 
going on, Mr. Seitz said. 

The most general remark heard 
in the appliance field is: “We're 
not talking about it,” the idea ap- 
parently being that if they don’t 
talk about it, and act like it isn’t 
there, the bogey of price cutting 
will go away. 

No price cutting advertising is 

«running in newspapers or on radio 
and television ir Los Angeles, 
other than the special deals men- 
tioned above. 


SEATTLE’S BON MARCHE 
STRESSES OWN ‘TWIST’ 

SeaTTLe, June 13—To a price- 
conscious public more interested 
in markdowns than ceiling prices, 
the Bon Marche depariment store 
has come out with a new version 
of the theme, “we are never under- 
sold.” 

In a full-page newspaper ad, 
Bon Marche announced that it 
will pay $2 to the Community 
Fund here for each “verified ex- 
ample” of identical merchandise 
offered at a lower price. 

“It is the policy of the Bon 
Marche to meet or beat retail 
prices of any legitimate competi- 
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THE LETTER SHOP, — 
431 6. Dearborn St, Chicago 5, Illinois 


the ad said. 

not, aS a community 
service,” the announcement went 
on, “join our comparative shop- 
ping staff—for the sake of dollars 
it can save you—and report to us 
the merchandise you find at city 


tor at any time,” 
“Why 


(é 


PERE 


Says Fred Braun, Director of Advertising, Krueger 
Brewing Co., Newark, N. J., about their 24-sheets in 


® 
Day-Gle codons 
“Many people, including those in the outdoor advertising busi- 
ness, have commented that our “True Ale’ poster was the finest 


| competitors at a lower price?” 
The store, a unit of Allied Stores, 
was careful to explain that “we do 
not, of course, consider stores 
‘legitimate’ that buy from black 
market sources or that constantly 
sharpshoot with the hope that 
they will break even by overcharg- 
ing you on unadvertised merchan- 
dise.” 


e A year ago the store began the 
same policy for its own employes; 
in that case paying them $2 each 
for an example where the store 
was undersold. 

The most surprised among those 
who read the announcement were 
members of the staff of the Com- 
munity Fund. They were not con- 
sulted in advance. 


Miss Scher Joins Doyle 


Beatrice J. Scher, formerly space 
and time buyer with Kayton- 
Spiero Co., and more recently with 
Charles Schlaifer & Co., has joined 
Doyle, Kitchen & McCormick, New 
York. as media buyer for all the 
agency’s accounts 
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Day-Glo Si UGESS 


they had ever seen for any product.” 


@ Budgeted at more than $1,350,000, Krueger's 
current advertising campaign, the largest in the 93-year old 
history of the company, is using DAY-GLO liberally in both 
outdoor and point-of-sale advertising and sales promotion. 

More and more alert advertising and sales execu- 
tives are turning to DAY-GLO for a new and tremendous 
color wallop. This is because daylight fluorescent colors 
make any advertisement visible four times as far as a 


non-fluorescent advertisement. 


You, too, can give your advertising max- 
imum force with “The Brightest Colors in the 
World.” Mail coupon below to Switzers or 
Lawter TODAY. 


SWITZER BROTHERS, INC. 


4732 ST. CLAIR settee 


LAWTER CHEMICALS, INC. 
3554 TOUHY AVENUE 


CHICAGO 


45, ILLINOIS. 


Ullman New Red Top President! 


Howard W. Ullman has been 
elected president of Red Top 
Brewing Co., Cincinnati, succeed- 


ing his father, Louis Ullman, who 
has been named chairman of the 
board. Alan C. Thurston, formerly 
with the New York o fice of Ruth- 
rauff & Ryan, has been appointed 
executive Vice-president of the 
company 


Jack Gould Speaks in Detroit 
Jack Gould, radio-TV editor of 
the New York Times, told a meet- 
ing of the Detroit Television Coun- 
cil that “excessive commercialism 
is more acute in television than in 


43 


radio” and the answer may well be 

“educational telecasting stations to 
broaden the base of TV.” Mr. 
Gould said some service should be 
given to minority tastes and felt 
that federal regulation of time al- 
lotments for educational purposes 
would not be as satisfactory ‘as 
separate facilities. 


Expands Toothpaste Ads 

Anti Decay Drug Corp. has 
started an expanded campaign for 
D K Vitamin K ammoniated tooth- 
paste. Regular newspaper inser- 
tions of 35 lines are scheduled for 
10 eastern cities. Kenneth Rader 
Co., New York, is the agency 


Adam J. Young, Jr., inc. 
Station Representatives 


1c re 
STORE 


Without charge or obligation, please send me full par- 
ticulars about DAY-GLO, together with a color card. 


YOUR NAME 
COMPANY NAME 
STREET ADDRESS 


CITY & STATE 


BEST IN TALENT BEST IN PROGRAM BEST 
for REACHING THE TOPEKA MARKET 


= BM Og TOPEKA'S ONLY FULL- 
KAY": REGIONAL STATION 
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ADVER 
PROM 


local advertising programs to sa 


Successful applicant must be 


Grocery product experience not 
with one of America’s greatest ¢ 


In your application include 


knowledged. 


Lorge Chicago food advertiser wants capable, experienced writer 
end organizer (man or woman) to promote extensive national and 


sales bulletins, portfolios, mailing pieces, easel presentations, etc. 


present salary. If possible enclose samples of your work. 


All replies will be kept in strictest confidence and will be ac- 


Box 7892, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


TISING 
OTION 


lesmen and trade. 


adept at preparing hard-hitting 


tial. An | 
ompcnies. 


opportunity 


age, education, experience and 


No. 3992. Hospitals Seen as Bright 
Spot in Building Market. 


A long-term outlook for hospital 
expansion is presented in this re- 
port, issued by Hospital Manage- 
ment. It shows the high potential 
represented by construction activi- 
ties in the field and backs its story 
with numerous letters from hos- 
“pital architects who report on their 
feurrent and projected work. 


o. 3994. True Story’s Beauty Pro- 

motion. 

A new booklet showing True 
Story'’s drug store point of sale 
ampaign tied in with a beauty 

}promotion in the magazine. 


ket and The Saturday Evening 
: Post. 
' A Curtis Publishing report de- 
Mailing data from 10,000 interviews. 
‘The report covers car owning fam- 
flies, sales opportunities, future 
meray trends, and the way to 
each and sell the market. Both 
new and used car buying are in- 
vestigated. 


3 3995. The Passenger Car Mar- 
; 


No. 3996. Retailers as Customers. 
A Business Week research re- 
port on the buying activities, sales 
volume, building ownership and 
other interests of management 
men in retail establishments. 
No. 3997. Beer List for Grand 
Rapids. 

The Grand Rapids Press now 
has available a complete new route 
list of beer distributors and re- 
tailers in the city. 


No. 3999. Export Market for Drugs 
Analyzed. 
“Overseas Markets for U. S. 
Drug and Health Products, Equip- 
ment and Supplies” is a new 36- 


| page booklet offered by McGraw- 
| Hill International, giving detailed 


country by country breakdowns of 


the overseas market for drugs, 
toiletries, surgical and _ hospital 
supplies, nutritional products, 
etc. 


No. 4000. The Cream’s on Top. 

Time offers a new study, “The 
U. S. Market for Consumer Goods 
and Services,” which analyzes 
U.S. spending power and shows 
that the top 20% controls 45% of 
the spending money. 


No. 4001. Data for KSTP-TV. 

A new file data folder is offered 
by KSTP-TV, Minneapolis and St. 
Paul. It contains market data, as 
well as technical data on the serv- 
ices offered. 


No. 4002. Gas Industry Cxrpands. 
The “Annual Report, Gas Con- 
struction Projects” is now avail- 
able from Gas. Highlights: Sixty- 
three major companies plan to 
spend $254,000,000 this year on 
new construction. New 
projects total $786,000,000. The 
booklet contains a map and precise 
description of all major projects. 


No. 4003. The Story of a Newspa- 
per. 

“A Week in the Life of a Met- 
ropolitan Newspaper” is a schol- 
arly and interesting new booklet 
offered by the Milwaukee Journal. 
Good reading. 


No. 3987. Facts About Vets. 

V.F.W. Magazine offers a new 
“V.F.W. Fact Sheet” describing 
the market among veterans, and 
the editorial and merchandising 
services of the publication, as well 
as the position of V.F.W. club- 
houses as retail outlets. 


Note: Inquiries for the items listed above will not be serviced beyond July 30. 


USE COUPON TO OBTAIN INFORMATION 


200 E. Illinois St., Chicago 11, Ill. 


—please print or type) 


Readers Service Dept., ADverTISING AGE 


Please send me the following (insert number of each item wanted 


COMPANY .. 
ADDRESS .......... x ‘ wen 
SHAE GB BEIT ovens eseccseciccnsecscseses 


TITLE 


| 
I 
STATE “il 


| summary of 


pipeline . 


Rates: 75¢ per line, minimum charge $3. Cash with order. Figure all cap lines 


(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Deadline Wednesday noon 12 days pre- 


ceding publication date. 
column inch. Regular card discounts, 


Display classified takes card rate of $11.25 per 
size and frequency, apply on display. 


MELP WANTED 
PERSONALIZED SERVICE 
Advertising-Promotion & Sales Managers- 
Copywriters-Account Executives-Editors- 
Artists-Merchandising-Research-Layout- 

Radio-TV-Production and Salesmen 
f HONES COMPANY 
14 E. Jackson Blvd Chicago 4, Ill. 


Run one time only HW col— 


UNLIMITED EARNINGS 
Advertising firm Est. 1893 has an opening 
for 2 experienced sales representatives in 
Florida. Ideal climate. $7500-$15,000 de- 
pending upon your ability. Send brief 
experience. Personal inter- 
view can be arranged in your state 

Box 3849, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State S Ha 7-2063 Chicago 4 
ADVERTISING SALESMAN 
For eastern seaboard, southern states and 
New York City for leading national pro- 
fessional and consumer educational pub- 
lication. Headquarters N. Y. C. Good 
drawing account vs. commission & travel- 
ing expenses. Old established firm. Geod 
volume of business already developed to 
be credited to territory. Write stating ed- 
ucational, personal background and bus- 

iness experience 

Box 3850, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 

FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 

All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago 
NATIONAL ASSOCIATION has opening 
for 30 to 40 year old executive who has 
had experience in public relations, sales 
management or promotion work, who is 
willing to travel occasionally, able to 
speak well, write sound friendly corres- 
pondence and assume responsibilities in 
administration of Home Office. Good 
starting salary, splendid opportunity for 
advancement 

Box 3852, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 


PUBLISHERS REPRESENTATIVE wanted 
for established merchandising trade mag- 
azine in the following territories. West 
Coast, Middle West, South, Pennsylvania, 
Ohio, Michigan 

Box 3855, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 

POSITIONS WANTED 

If YOU Need An Outstanding 
INDUSTRIAL ADVERTISING MANAGER 
to boost your sales by intelligently pro- 
moting your known markets; to expand 
your volume by opening up new markets 
through aggressive sales promotion it 
will pay you to investigate fully by writ- 
ing 


Box 3856, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
ART DIRECTOR 


Now handling all phases of important 


consumer and industrial ad design and 
collateral for large Mid-West agency. 15 
years thorough 


background of design, 
type and production. 13 years in N. Y. C 
Accounts handled average 5 million bill- 
ing. Can head up dept. Married - age 37 
Box 3845, ADVERTISING 
200 E. Illinois St., Chicago 11, Ill 


SECRETARY. Intelligent, hard-working 
Printing prod., sales, admin. experience 
Box 3859, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Ill 


BUSINESS OPPORTUNITIES 
AGENCY PARTNERSHIP AVAILABLE 
to a thoroughly experienced young ad- 
vertising designer and inside man in 
rapidly growing small agency in leading 
mideastern city. Pressure of duties and 
expansion create really attractive spot 
for the right man, to acquire an interest 
in this soundly financed and profitable 


agency. Write fully in confidence. En- 
close photo 
Box 3848, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Ill 


Small successful Chicago advertising 
agency for sale. One or two man opera- 
tion. Splendid opportunity for one in- 
clined toward industrial advertising 

Box 3851, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 


| HAVE BEEN ASKED 


to formulate a plan to secure working 
capital for a well-known national ad- 
vertising business. The amount desired 
is $200,000. My investigation indi- 
cates the investment is justified and 
the security adequate. 


Availability of funds can be the means 
for extremely profitable expansion of | 
the business. Present clients are among | 
biggest national advertisers. | seek 
competent advice from experienced 
advertising executive who can aid in| 
setting up program, and who is able 
to make investment. 


Financial Consultant 


POSITIONS WANTED 
SALES-PROVED COPY WRITER 
Ready to sacrifice a snug, five-figure 
post for broader future. Now creative- 
contact man with medium-sized Mid- 
Western agency. Offers 18 years of suc- 
cessful ad-building experience—mass mar- 
ket, agricultural, industrial, business pa- 
per, etc. Capable visualizer. Sound writer 
and imaginative’ thinker Harmonious 
worker. Married, 38 and a non-drinker 
Will relocate anywhere opportunity is 

right. Salary is wide open too. 

Box 3844, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 

WANTED: A JOB WITH A FUTURE 

IN MARKETING RESEARCH 
Can you use a hard working young man, 
with an extensive background of theoret- 
ical knowledge (MBA) in Marketing & 
Statistics, but practically 

Box 3857, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, IL 
ADVERTISING-MERCHANDISING FOL- 
LOW THRU. This woman offers A-1 com- 
pany adv. & pub. rel. bkgrnd, backed by 
nat'l radio & newspaper ex 

Box 3846, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 

ASST. ACCOUNT EXECUTIVE 
Working for national agency as Asst 
Acct. Exec. - happily employed, but sty- 
mied. Doing contact work, directing con- 
sumer campaigns, budgets, market re- 
search, supervise art work, production; 
write copy for direct mail, newspaper. 
radio & TV. Contact accounts using all 
forms of media. Seeking creative slot in 
agency field - looking for opportunity not 
a salary. Will relocate. Age 27-married- 
Univ. Grad. Draft exempt. Write for re- 
sume and samples. 

Box 3853, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, IL 


MISCELLANEOUS 
Big City Printing—Smali Town Rates 
Art, typesetting; black and white and 
color process platemaking; offset presses 
single and multicolor to 54 inches. Books, 
brochures, banners, folders, maps and all 
general. Write for details. send specifica 
tions for estimates 
JOHNSON PRINTING INC. 

2219 Galloway St. Eau Claire, Wisconsin 
MERCHANDISING SPECIALIST 
For Negra market in New York City trad- 
ing area. Complete servicing & install- 
ation of Point-of-Sale material. M. B. A 
in Marketing and Advertising from nat- 

ionally famous university 
Box 3858, ADVERTISING AGE 
11 E. 47th St.,. New York 17, N. Y 
PUBLISHERS REPRESENTATIVES 
REP., fine record, will add quality 
to small select list. Write 
Box 3847, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


pub 


ADVERTISING MANAGER 
OR ACCOUNT EXECUTIVE 


Judge and creator of advertising. 
Sound selling ideas. Competent ad- 
ministrator, budgets and personnel. 
Intimate knowledge promotion, mer- 
chandising, packaging, employee re- 
lations. Consumer and industrial ex- 
perience. 33. Draft exempt. Now 
assistant advertising director, national 
advertiser. 
Box 7890, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


NEED A GOOD MAN? 


Agency Branch Manager, with thorough 
advertising background copy. produc- 
tion, media contact, administrative — 
wants new challenges in industry or an- 
other agency, large or small. Good leader, 


willing assistant. Pleasant personality. 
excellent references (including present 
agency). MID-SOUTH preferred, any lo- 


cation considered. Income important. but 
congenial co-workers more so. Corre- 
spondence invited. Write— 


Box 7888, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


WILL INVEST IN AGENCY. Am in- 
terested in acquiring an active inter- 
est or partnership in a small, growing 
agency in medium-size town. Cash 
investment backed by 16 years of 
advertising experience. 
Box 7887, ADVERTISING AGE 

11 East 47th St., New York 17, N. Y. 


PAY AS YOU SELL RADIO 
Sell your product by radio and pay on 
a basis of each sale! Over 400 radio sta- 
tions conduct no-money-down plan 


| We have complete list of stations and 


Box 7893, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


| other information telling how to pro- 


ceed, etc. Write today for FREE litera- 
ture. RADIO SALES, Harlan, Iowa. 


no experience. | 
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| 
WANTED: 
Man with strong agricultural 
background for creative, re- 
search and executive work in 
well-established 4-A agency 
handling many prominent 
‘national accounts. Write in 
confidence to Box 7889, AD- 
VERTISING AGE, 200 E. Illi- 
nois St., Chicago 11, Ill. 


ADVERTISING 
DIRECTOR WANTED 


By well established business pub- 
lication in agricultural field. Terri- 
torial sales manager and adver 
tising director needed for Chicago 
area. Job requires initiative, abil- 
ity and a personal acquaintance 
ship with agencies, agricultural 
and automotive parts manufactur- 
ers in seven state mid-western 
territory. Unlimited opportunity for 
qualified man willing to travel as 
well as direct work of sales repre 
sentatives in other territories. Give 
complete experience resume, qual- 
ifications and full details in first 
letter 
Box 7891, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


REPRESENTATIVE 
WANTED 


for printed and lithographed 

point-of-sale advertising 
A few choice territories are open 
in our nationwide sales setup for 
experienced men who can sell 
printed and lithographed point-of- 
sale advertising. Must have contacts 
with buyers. Complete facilities for 
creating and producing lithographed 
cardboard displays of every type, 
outdoor fiber and cloth banners and 
pennants, exclusive self-stik Mystik 
displays, plaques and labels — a 
complete line backed by extensive 
national advertising. Write in full, 
giving complete experience and 
qualifications. M. T. Green, Chicago 
Show Printing Co., 2635 N. Kildare, 
Chicago 39. 


ADVERTISING DISPLAY 
SALESMEN 


One of nation’s leading manufacturers 
of fine point-of-sale displays has openings 
for a few representatives in 
some very desirable territories. 
This is for exclusive territorial orrange- 
ments and salesmen must be creotive, ex- 
perienced and have a following. Commis- 
sion bosis. Fine references essential. 
Kirby-Cogeshall-Steinay Co. 
606 E. Clybourn 


Mil \ 2, Wi 


Guild Wines Signs Film Series 

Wine Growers Guild, Lodi, Cal., 
for Guild wines, has signed with 
Jerry Fairbanks Productions, 
Hollywood, for a second series of 
13 half-hour films of “Front Page 
Detective.” The Guild is sponsor- 
ing the films on Stations KTTV, 
Los Angeles; WABD, New York; 
KGO-TV, San Francisco; WCAU- 
TV, Philadelphia; WXEL, Cleve- 
land, and WGN-TV, Chicago. 
Local sponsors are using the series 
in other cities, and Official Films 
is now marketing them in other 
areas. 


Oregon Printers Elect Ness 

P. B. Ness of Stevens-Ness Law 
Publishing Co., has been elected 
president of the Oregon Printing 
Industry, Portland. Also elected 
are: William Krieger, Schlegel 
Typesetting Co., vice-president; 
Warren Deal, Agency Lithograph 
Co., secretary, and Steve Wilson, 
Lane-Miles Standish Co., treas- 


| urer. 
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LIKE THE AD—Formica Co., Cincinnati 

maker of laminated plastics, based this 

display piece on an illustration in its 
ads. Perry-Brown Inc. is the agency. 


Ebco Launches New 
Promotion for its 
Oasis Air Driers 


Co.tumsus, O., June 13—Ebco 
Mfg. Co. has launched a new cam- 
paign for its Oasis air driers, us- 
ing Better Homes & Gardens, 
House Beautiful, House Beautiful’s 
“Building Manual,” House & Gar- 
den, House & Garden’s “Book of 
Building” and Model Railroader. 

The company, one of the largest 
manufacturers of drinking water 
coolers, spent an unusual amount 
of time and effort to devise tech- 
niques for promoting the Oasis 
air drier, since dehumidifiers still 
are relatively novel items to many 
home owners. 

In planning the promotion, 
both Ebco and its agency, Geyer, 
Newell & Ganger, Dayton, aimed 
at stepping up the number of 
reader inquiries. Copy was de- 
signed to pull letters—and it did 
A. R. Benua, Ebco president, said 
that the first ads brought in “a 
flood of inquiries.” 


s To follow up the inquiries pro- 
perly, Ebco devised a new dealer 
merchandising kit, with eight gen- 
eral classifications of material— 
reprints, display pieces, testimo- 
nial letters, radio and TV spots, 
book matches, direct mail, news- 
paper mats and glossy photos. 

A floor display setup, including 
a demonstrator, and counter cards 
and window streamers completed 
the sales kit. 

In addition to the consumer pro- 
motion, dealer ads are running in 
Air Conditioning & Refrigeration 
News and Electrical Merchandis- 
ing. Copy plays up the home dem- 
onstration angle. (The air drier 
will remove as much as three gal- 
lons of water from the air a day.) 

The company urges dealers to 
give particular follow-up attention 
to customers, since Ebco has found 
that Oasis users who have elim- 
inated damp basements usually 
are willing to supply names and 
addresses of friends with similar 
problems. 


Burton Browne Agency Plugs 

The emblem pictured here, de- 
signed by Dr. Burton Browne, 

president, Burton 
Browne’ Advertis- 
ing, Chicago, is be- 
Mj ing used by many 
counts in their ad- 
vertisements to lend 
support to the gov- 
ernment’s current defense efforts 
along with their regular advertis- 
ing. 
sign—shown here—for the conser- 
vation of critical materials avail- 
able to all advertisers but plans to 
change the slogan from time to 
time as each major defense effort 
is officially announced. 

Ward Byron, senior staff TV 
producer, has been named execu- 
tive video producer for American 
Broadcasting Co., New York, re- 
placing Burke Crotty, who re- 
signed to become an independent 


Defense Program with Shield 
of the agency’s ac- 
Dr. Browne is making the de- 
ABC Promotes Ward Byron 
television producer. 


Young Replacement Set 

Starting July 12 Esso Standard 
Oil Co., New York, will present a 
film news show, “Your Esso Re- 
porter,” on CBS-TV during Alan 
Young’s eight-week vacation. Kro- 
ger Co., which carries the comedi- 
an's show in midwestern markets, 
will televise “Meet Corliss Archer” 
as a summer replacement. Mars- 
chalk & Pratt Co. is the agency for 
Esso, and Ralph H. Jones Co. han- 
dies Kroger. 


Duo-White Appoints Agency 
Duo-White Co., a division of 
Chatham Laboratories, has named 
W. Ear! Bothwell Inc. and Hamil- 
ton Advertising Agency, recently 
affiliated, to handle its Duo-White 
bleach. A newspaper campaign in 
southeastern markets is kicking off 
the promotion. Radio, TV and ‘si- 
ness papers will be added later. 


Pfeitfer Signs for TV Show 


Pfeiffer Brewing Co., Detroit, 
has signed a 52-week contract to 
sponsor “Allen Funt’s Candid 
Camera” on Station WXYZ-TV. 


Women’s Adclub Elects 

Helen Prange, advertising mana- 
ger of Mermod-Jaccard-King Jew- 
elry Co., has been elected presi- 
dent of the Women’s Advertising 
Club of St. Louis. Other officers 
elected are: Bonnie Dewes, D’Arcy 
Advertising Co., vice-president; 
Josephine Hickey, C. V. Mosby Co., 
secretary, and Henrietta Baker, 
Rice Stix Inc., treasurer 


Block Buys Broadcast 

Block Drug Co., Jersey City, 
will air “No School Today” over 
ABC from 10 to 10:15 a.m., EDT, 
effective June 23, through Cecil & 
Presbrey. Amm-i-dent recently 
discontinued sponsorship of 
“Quick as a Flash” over the same 
radio network. 


Jewel Appoints Searcy 

Searcy Advertising Agency, 
Portland, Ore., is handling a west- 
ern Oregon promotion for Jewel 
Ice Cream Co.’s Bulk Pak ice 
cream. The drive ties in with the 
100th anniversary of the ice cream 


| industry. 


Tell Your 
Story with 


“SHOPPER STOPPER” 
moves the customer te AC- 
TION — where you went 
ACTION — at the point-of- 
sole. Hos the impect of 
projected pictures with the 
sore ond economy of fim. 
Find ovt todey how it will 
open doors for your soles- 
men — Write for Brochure 
AA-10. 


The HARWALD COMPANY 
V/ 1216 CHICAGO AVE., EVANSTON, ILL. 
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These are... 


What a magazine! Every beautiful page of Holiday puts 


readers in a pleasure mood... a buying mood. What a 
market! Holiday is ‘the magazine” 


families who are active and alert 
and do things. 


... who go places 


the times. . . 
i 
oO 
and... 
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%, 


than ever... 


oO 
2 “@ 


for the top-income 


HOLIDAY... means pleasure and pleasure means business! 


Lo a 


atid i eS 


a oe ) —lti(‘“itt”ti( iC ll!” | ea 
es oon res! ® i. 4 . . : : : : . Mees A 
Advertising Age, June 18, 1951 45 ae 

Se fects >| 
ie _ "SHOPPER STOPPER’ im 

| SB & the VEVW/-Ee cee | la 

© + ® ted Color ine up ‘a 

: ca <> —_—s _* é y j oe i Ei ccscousee cs vag 

Sate 5 Bo View Coleg : Ss 

rl PAY CO ae 
_ a A 236% 

a Mitar = ies ah 

a ae 
| : -~ Bee 
>< & 

Beto 

Se ea eR Pee Boe 

CES Ning > Sh nt: 

st ie? 7 » 4 -| Nee. 

ay res FRozZ, wit, CRime '* pas * 

a \\\|/ Oke STATION] og 

Ly) Pi/\y an ie 

— if] = ee 

| | == AN I as 

CA 

iy \ |. ie, See 

< : be ae 

a that try... ‘gag 

€ TW & 

| ea ag 

= 2 Oo | a bs 

| | a im 

| \ ii 
men’s souls . . make them ... “KG 

dj i} an 

lex A | LL 7 JQ | 

( Vy TTT ‘ i .: 

c — ——S at sd CS 

= ue oe i: : 

+ Sig 
rtd a oe 
5 ie 

more... thankful . .. P| . ‘ 

Nw NY ~~ >= a 

\ i on “As 

Sr it @, (ab i EY \ ‘ ee 

oy we ~~ —~— /— Fee” Mid 

“UF . es 

1 \ > es d ey: Q- ‘Sa 

Le ay Se CS ae 

| — Holiday! a 
Ee 

| ey 
; =A 
a x 4 
| PT Eas 
3 PO SaaS 95 ALE? AC ca eer ot 
. a a 
a3 


46 


Howe Sadler Joins Wright 


Howe Sadler, formerly director 
of the Florida State Advertising 
Commission, joins the Hamilton 
Wright Organization this month 
and will assume direction of its 
Puerto Rico news bureau on July 
1. The Wright company, which has 
headquarters in New York, has 
charge of the public relations and 
publicity program of the Puerto 
Rican government. 


Weis Named World S. M. 

Pierre Weis, formerly vice-pres- 
ident in charge of sales of Lang- 
Worth Feature Programs, has been 
named sales manager of World 
Broadcasting System, New York, 
producer of transcribed library 
programs. 


ADDRESSING Service 


Capable ef Handling Unlimited Quantity 


Offers: 

* Quick SERVICE 

* EXPERT TYPISTS 

* REASONABLE RATES 

M. VICTOR, Dept. 2, 3902 - 9th Avenue 
Brooklyn 32, N. Y. UL. 3-3800 


‘Watches Are Ideal 
Gift, High School 
Graduates Agree 


New York, June 13—Watch 
manufacturers have successfully 
sold America’s teen agers on the 
idea that a watch is the ideal grad- 
uation present. 

According to a study completed | 
by Scholastic Magazines—which | 
asked seniors to return a coupon | 
naming the three things they 
would most like to have as gradu- 
ation gifts—57% of the girls and 
62% of the boys picked a watch as 
the preferred gift. A total of 1,297 
coupons have been returned to 
date, 949 by girls and 348 by boys. | 

Next to the watch, the girls 

{mentioned luggage (40%), then 
|clothes (24%), cedar or hope 
chests (22%), jewelry (19%), 
typewriters (18%), radios (17%), 
cameras (12%), money (12%), 
silverware (9%), travel (9%), pen 
and pencil sets (9%). Dozens of 
other items received fewer men-| 


| most 


tions. Automobiles, phonographs, 
records and books were mentioned 
frequently in this latter 
group. 

The boys preferred (next to a 
watch), the following items: 
Clothes (37%), automobiles 
(30%), typewriters (17%), sports 
equipment (15%), money (15%), 


'radios (15%), pen and pencil sets 
1 (12%), 


luggage (11%), cameras 


(10%), jewelry (9%), books 


(7%), more education (6%) and} 


electric razors (5%). 

Scholastic Magazines plans a 
follow-up survey among the grad- 
uates to determine what they ac- 
tually received as graduation gifts. 


Abramson Leaves Farrell 


Arnold E. Abramson has re- 
signed as vice-president and gen- 
eral manager of Farrel! Publish- 
ing Corp., New York, to devote 
all his time to the presidency of 
Universal Publishing & Distribut- 
ing Corp., New York. Universal 
publishes Family Handyman, 
Smart Crochet, Smart Knitting, 
— Sewing and other periodi- 
cals. 


Which reaches more families 
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(Corporate Limite) 


LIFE.........19% 
POST.........8% 
LOOK.........1% 


COLLIER’S.........5% 
PArAME 62% pues nninn 


of 20% coverage in 98 


with the Newark 
Star-Ledger 


adjacent 


and the picture is similar 
in all Parade cities of origin 


The Sunday Picture Magazine 


Here are the coverage facts 


markets of 1,000 


or more population 


Providing a Minimum of 20% Coverage in nearly 


2000 Markets 


Newsweek 
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| KNEW HIM WHEN—When both Newsweek and Time carried cover pictures of 
Yale’s President A. Whitney Griswold in their June 11 issues, few admen who noticed 
the coincidence were more personally struck than Jim Pepper, executive of Aubrey, 


Moore & Wallace, Chicago agency. Mr. 


Pepper at one time, as chairman of the 


Yale Record, gave orders to Mr. Griswold, managing editor of the honor magazine. 


Learn Problems 


of Retailers, 
AFA Group Told 


Sr. Louis, June 13—Manufac- 
turers who don’t know retailing 
methods of operation make _ it 
tougher than it should be for re- 
tailers to cooperate in merchan- 
dising promotions, Ned Baron, 
sales promotion manager, Inter- 


AFA Convention 


state Department Stores, New 
York, told the retail advertising 


session of the Advertising Federa- 
ation of America here this morn- 
ing. 

Ads, mats, point of sale mate- 
rial and the like too frequently 
don’t meet retail needs aiid too 
often are actually “national ads 
with the retailer’s name tacked 
on,” he asserted. Manufacturers 
and their agencies should look 
more closely at retail advertising 
and endeavor, if possible, to sup- 
ply the proper kind of artwork and 
copy to fit in with the normal 
promotional usages of each type 
of store, he said. 


e “My own acid test as to the val- 
ue of anything offered us by a 
manufacturer is this,” he said: 
“Would I run this item this way 
even if we didn’t get a pink mat 
or a red cent from the manufac- 
turer?” Although it is not always 
possible to live up to this test, 
Mr. Baron said, it is possible for 
manufacturers to do a far better 
job than they have been 
by talking to retail promotion men, 
exploring the needs of the retailer, 
and making every possible effort 
to cooperate with him on a sen- 
sible basis. 

Marvin C. Lunde, national re- 
tail advertising and promotion 
manager of Sears, Roebuck & Co., 
reviewed the external and internal 
selling program of Sears and dis- 
closed that the company’s 655 re- 
tail stores accounted for over $2 
billion of the company’s 1950 vol- 
ume. 


@ The company’s promotion has 
grown from an expenditure of 
$413,000 by eight retail stores in 
1925 to $37,697,000 by the 655 
stores last year, he reported. The 
stores use 1,050 newspapers in the 
U.S. regularly, and average about 
3,150 ads a week. 

The Sears advertising depart- 
ment prepared 3,053 ads for its 
own mat service last year, plus 
124 circular pages and 10,479 
pieces of art, at a total cost of 
more than $850,000. 

Reporting on a survey made by 
a graduate student at the Univer- 


‘sity of Illinois on retailers’ atti- 


doing, | 


tudes toward national advertising, 
Prof. C. H. Sandage of that school 
said that, in general, retailers seem 
to welcome promotion of brands 
by national advertisers, even 
though they also believe that such 
advertising may tend to reduce the 
margins which they are given on 
nationally advertised merchandise. 


@ Prof. Sandage advanced the 
suggestion that since retailers ac- 
cept the pre-selling function of 
national advertising as a proper 
duty of the manufacturer, they 
might logically adopt a policy of 
placing heavy emphasis on insti- 
tutional advertising for their own 
stores. 

“Let the manufacturer handle 
most of the specific brand adver- 
tising,” he suggested. “The re- 
tailer would do product advertis- 
ing, but not for the purpose of 
outlining the merits of one brand 
over another. Product or brand 
advertising by the retailer would 
be for the purpose of showing 
variety of selection, price, quality 
merchandise, style leadership or 
local accessibility of goods han- 
dled by the retailer. 

“Retailers might well take a 
leaf out of the advertising book 
of manufacturers and treat their 
own store name in somewhat the 
same manner that manufacturers 
| treat their product brand names.” 


|@ The value of showmanship and 
| coordination between the adver- 
tising and public relations depart- 
ments of a high-fashion retail spe- 
| cialty store was emphasized in a 
talk by Mrs. Lee Walsh, director 
of advertising and public relations 
|of Julius Garfinckel & Co., Wash- 
ington, who reviewed the man- 
ner in which her store makes ad- 
vertising and editorial news out of 
its fashion activities, and thus not 
only sells specific merchandise but 
builds an aura of fashion and qual- 
|) ity about the store itself. 


| 
| 


Street & Smith Appoints 
Whittaker Executive V.P. 

Ralph R. Whit- 
taker Jr., for- 
merly vice-pres- 
ident of Street & 
Smith Publica- 
tions, New York, 
has been ap- 
pointed to the 
vacant post of 
executive vice- 
president. 

Mr. Whittaker, 
with the organi- 
zation since 1936, 
has also served as assistant adver- 
tising director for the company’s 
publications. 


Ralph Whittoker 


Two Appoint Vick Knight 

Vick Knight Inc., Los Angeles, 
has been appointed to handle ad- 
vertising of San Luco Inc., San 
Diego manufacturer of Tigerglas 
fishing rods. The agency also has 
been engaged to supervise pro- 
motion of the Lawton School for 
Medical & Dental Laboratory As- 
sistants, Los Angeles. 
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SALES MOUNT—“One of the best soles producers since repeal.” That's what Park & 
Tilford Distillers Corp. thinks of this window display for its Kentucky Bred bourbon. 


The display was first installed in o Mi 


polis store just before Kentucky Derby day 


and stayed up a month. Sales of Kentucky Bred went up 600%. It will be rotated 
to other stores by P&T 


St. Elmo Lewis, William D'Arcy Win Places 
in Advertising’s Permanent Hall of Fame 


Sr. Louis, June 12—E. St. Elmo! advocate of advertising as an edu- 
Lewis and William Cheever D’Arcy | cational force and was among the 


have been elected to advertising’s 
“Hall of Fame.” 

The announcement 
here today at a luncheon of the 
Advertising Federation of Amer- 
ica, which sponsors the project, de- 


AFA Convention 


signed to honor deceased advertis- 
ing men who have made lasting 
contributions to the advertising 
business. There are now 17 mem- 
bers of the group, their memory 
being honored with plaques in the 
New York Advertising Club. 


e E. St. Elmo Lewis (1872-1948) 
was a co-founder and first presi- 
dent of the Assn. of National Ad- 
vertisers and a founding member 
and two-term president of the Ad- 
craft Club of Detroit. He served 


E. St. Elmo Lewis 


Wm. C. D'Arcy 


as advertising manager of Na- 
tional Cash Register Co. and Bur- 
roughs Adding Machine Co., as 
general manager of Art Metal Con- 
struction Co., and for ten years 
was a vice-president of Campbell- 
Ewald Co. 

Known widely as an author and 
lecturer, Mr. Lewis was an ardent 


PREPAREDNESS EFFORT 
BOOSTS NEGRO INCOME 


$15 BILLION MARKET— 
AND STILL GROWING! 


Negro income up, employment up, pur- 
chasing wer up — and they're still 
Negro market is big business 
— and getting bigger every day! 15 mil- 
lion American Negroes must eat, drink, 
clothe themselves; spend $15 billion on 
things you sell. Sell the Negro market — 
the way y -+y- to be sold — through 
their own ce publications, the news- 
papers and magazines they welcome into 
their homes and hearts. Negroes are loyal 
to their own publications — they buy the 
things they see advertised there; they'll 
buy your product when they see it ad- 
vertised there, too. Don't let your share 
of this huge $15 billion slip away! Ad- 
vertising effort pays off big in the Negro 
‘or full details write Interstate 

nited Newspapers, 545 Fifth Ave., N. Y., 
serving America's jeading advertisers for 
over a decade. 


ONE EXAMPLE: 
sells the cream of this 
beat the New Courier—read by 1,500, 
im 42 states each week. Color comics, magazine 
section, and news section help make it Ameri- 
ca’s most Pp week! . Teli the 
Megro—you'll sell the Negro! Act now! 


for a publication that 
rich . you can't 


first to urge more scientific adver- 


| tising methods, and greater effort 
was made) 


to determine advertising results. 
He is credited with having made 

one of the first scientific customer 

research surveys with a study of 


the use of serums and anti-toxins_ 


among 5,000 doctors, in 1896. 


@ William C. D’Arcy (1873-1948) 


spent more than half a century in, 


advertising, organizing the D’Arcy 
Advertising Co. in 1906, and was 


prominently identified with many 


advertising movements. 


He was one of the founders, in| 


1901, of the St. Louis Advertising 
Club; a co-founder of the Advertis- 
ing Clubs of America. now the 
AFA; of the Western Advertising 
Agents Assn., and the American 
Assn. of Advertising Agencies. 
Mr. D’Arcy was also extremely 
active in civie affairs, as well as 


a pt.me mover in the Truth in Ad- | 


vertising movement. 

A committee of judges headed 
by Gilbert T. Hodges of the ex- 
ecutive staff of The Wall Street 
Journal elected this year’s candi- 
dates. Under the terms of the “Hall 
of Fame” setup, the group memo- 
rialized will be increased each year 
until 50 persons are honored for 
their contribution to advertising. 


Nine Appoint Ver Standig 

M. Belmont Ver Standig Ad- 
vertising, Washington, has been 
appointed to handle the following 
accounts: Good Humor Ice Cream 
Co. Arthur Murray Studios, 
Coast-In Pontiac Co., Eastern Fur- 
niture Co., Auto Wholesalers Inc., 
Thompson’s Restaurants, Gawler 
Funeral Homes, Columbia Techni- 
cal Institute, and National Lie De- 
tection Laboratories. 


Two Appoint Kolker Agency 

Nat M. Kolker Advertising 
Agency, Philadelphia, has been 
appointed to handle the accounts 
of Cinetel Corp., New York dis- 
tributor of television films, and 
National Pigment Co., Philadelphia 
manufacturer of Castflux. Trade 
publications, business papers and 
direct mail will be used. 


Cotterman Joins King 

Richard S. Cotterman, formerly 
manager of Station WCOM, Park- 
ersburg, W. Va., will join Robert 
Porter King Advertising Agency 
there July 1. The agency will 
thereafter be known as King & 
Cotterman. 


Ownes Joins ‘New York JofC’ 


William Ownes, formerly with} 


Procter & Gamble Distributing Co., 
has joined the New York Journal 
of Commerce as assistant insur- 
ance advertising manager. 


Cincinnati Printers Elect 

Wilbert Rosenthal, vice-presi- 
dent of S. Rosenthal & Co., Cin- 
cinnati, has been elected president 
of the Cincinnati Club of Printing 
House Craftsmen. Other officers 
elected are: A. R. Price, Ander 
Chemical Co., Ist vice-president, 
and Howard Keefe, Arrow Press, 
2nd vice-president. 


Sperti Appoints Tracy, Kent 


Sperti Products, New York, has 
appointed Tracy, Kent & Co. to 
| handle advertising of Sperti Prep- 
aration H, for hemorrhoids, and 
Sperti Biodyne. Campaigns in New 
York and six midwestern cities 
will start shortly. 


Dubin Joins Transtilm 

Mickey Dubin, formerly eastern 
sales executive for Paul J. Fennell 
(Co.), has joined Transfilm Inc., 
New York, commercial and tele- 
vision film producer, as account 
representative. 


* Mann Joins Runkle as V. P. 


Monty Mann, formerly with 
Tracy-Locke Co. and Glenn Ad- 
vertising, has joined Lowe Runkle 
Co., Oklahoma City agency, as 
vice-president. 


Walker Joins Celotex 


Sam Walker, formerly advertis- 
ing manager of Infilco Inc., has 
joined the advertising staff of 
Celotex Corp., Chicago. 


UAW Requests TV Channel; 
Would Stop Cleveland FM 

The United Automobile Work- 
ers (CIO) has applied to the 
Federal Communications Commis- 
sion for a Detroit area television 
channel. While the UAW petition 
is pending, the union will televise 
a documentary program on Tues- 
days over WWJ-TV at 7:30 p.m, 
EDT, beginning June 19. 

The UAW is also seeking to 
suspend operation of Station 
WCUO-FY, Cleveland, whose area 
is largely covered by WDET-FM, 
Detroit. 


Expands Newspaper Ads 

Portland Punch, Portland, Ore., 
is using newspapers to introduce 
two new punch flavors. Comics 
page ad strips designed for chil- 
dren will be run all summer in 
Oregon metropolitan newspapers 
to supplement the announcement 
ad aimed at adult readers. Radio 
is also being used. Nelson, Carvel 
& Powell Advertising Agency han- 
dles the account. 


Gets Car Card Franchise 
Denver Tramway Corp. has 
awarded the franchise for the sale 
of car card space to F. W. and A 
G. Meyers, owners of Station 
KMYR, Denver. According to the 
company, the franchise agreement 
will be operated separately from 
KMYR, and a corporation wui be 
organized to handle sales. 


47 
| St. Paul Adclub Elects 


| Ivan A. Coppe, assistant adver- 
tising manager of Great Northern 
Railway, has been elected presi- 
dent of the Advertising Club of 
St. Paul. Other officers elected 
are: John A. Beierwaltes, district 
manager of Carpenter Paper Co., 
vice-president; Warren E. Ander- 
son, editor of the St. Paul Athle- 
tic Club’s “Ace” magazine, secre- 
tary, and Ade C. Boyson, adver- 
tising manager, First National 
Bank of St. Paul, treasurer. 


FRIED CATFISH 
& HUSHPUPPIES 


That's what we like about the South! 


Sumpin’’ else we like down South is 
FISHING—HUNTING, ol! year round! 
(7,500,000 licenses sold!) Read by ovt 


OUTDOOR SPORTSMAN 

103,000 circulation, each copy 

reed by four or more. A PROVED 
medium for sporting goods, merchan 
dise with mole appea!, and moi! order 


Write for sample copy, rates, 
results dato! 


Outdoor Sportsman 


PRODUCES RESULTS LIKE A RABBIT 
South's Number One Outdoor 


Linte Keck. Ak 


| = 
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FLORIDA IS ONE OF AMERICA'S BIG, IMPORTANT, FASTEST- 
GROWING, YEAR AROUND MARKETS, AND... 


in 
FLORIDA 


80 


Anyone’s sales picture is bound to im- 


prove using the coverage of Florida's three 


big morning newspapers—80.47 of Florida’s 


total retail sales, 80% of the general merchan- 
dise sales, 81.13% of food sales, 80% of drug 


sales, and 81.1% of furniture sales—even 80% 


of the effective buying income! 


» FLORIDA TIMES-UNION 


AMPA MORNING TRIBUNE 


National Representative . Story, Brooks & Finley, inc., A. S. Grant, Atlanta 
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RE “YOUNG MARRIEDS” SWINGING TO THE COMPANIC 


Raymond A. Phelps of Earle Ludgin & Co. hears of leadership 


During the past five years, the COMPANION has recorded the highest gains 
among young married readers, age 18 through 35, of all four leading women’s 
service magazines. The CoMPANION also ranks first in gaining married 
readers of all ages. Most important, its increase in the vital younger group, 
according to recent Starch Reports, is more than 150,000 over that scored 
by its nearest competitor. 


Now, more than ever, the COMPANION is the magazine of “young marrieds” 
—women with young, growing families who are setting buying patterns for 
the years to come. 


No wonder Raymond A. Phelps, Space Buyer of Earle Ludgin & Company, 
Chicago, is paying close attention to the story being told by CoMPANION 
representative Dick Howell. It means greater sales to growing, wanting, able- 
to-buy families! 


COMPANION LEADS 4 WAYS 


An independent readership survey* shows that among the four lead- 
ing women’s service magazines, out of every thousand families, the 
COMPANION reaches: 


1. MOST “young marrieds,” age 21 through 35 

2. MOST families earning from $3,000 to $10,000 
3. MOST families with children 

4. MOST children per family 


*Conducted in 136 scientifically selected cities and rural areas by Stewart, Dougall 
and Associates, foremost research organization. 


—( OMPANIO 


AVERAGE CIRCULATION: MORE THAN 4,000,000 
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_ Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING ‘ 


After Half a Century of Successful Operation ... 


The Creative Man in Gothic Bold 


Salesense Simplifies the Job 


Industry News Boiled Down 


Tips for the Production Man 


Lennox Furnace Co. Becomes a National Advertiser 


By S. R. BERNSTEIN 

Ask an advertising man for the name 
of a well known company which does not 
advertise, and he is likely to come up 
with only one—a certain chocolate com- 
pany in Pennsylvania which is the classic 
example of the non-advertising success 
story (although some insist that even 
this company “advertises” ). 

Yet the woods still seem to be reason- 
ably full of good sized, successful com- 
panies who are not numbered among 
the nation’s advertisers, until suddenly 
circumstances change the picture and the 
light strikes. 

Witness the Lennox Furnace Co., with 
headquarters in Marshalltown, Ia., and 
plants and sales offices in Syracuse, Co- 
lumbus, O., Ft. Worth, Salt Lake City, 
Decatur, Ga., and Pasadena. Lennox was 
started in Marshalltown in 1895, and has 
been a sizable and a successful business 
for half a century—but its first advertis- 
ing did not appear until 1949. The con- 
version, once made, was complete. Lennox 
is thoroughly sold on advertising now, 
and wouldn't think of stopping it, because 
advertising has already demonstrated its 
value in three important ways: 


@ 1. It has made the Lennox name and 
reputation far better known to the gen- 
eral public than ever before. 

2. It has induced Lennox dealers, who 
formerly were as little promotion minded 
as any group of dealers in the country, to 
get behind the factory effort with their 
own funds, and without benefit of any 
kind of cooperative advertising deal. 

3. It has already demonstrated its 
ability to help iron out the peaks and 
valleys of a highly seasonal business, and 
to help secure orders—and installations— 
throughout the year. 


How the Business Started 
David Lennox started making furnace 
patterns in 1895 for a couple of local men 


who were trying to market a steel 
furnace; their efforts bore little fruit, 
they didn’t pay their bills, and Mr. 


Lennox took over the business under his 
own name. 

About the turn of the century, a young 
man named D. W. Norris came to Mar- 
shalltown and went to work as an ad- 
vertising salesman on the Times-Republi- 
can. He must have worked hard and to 
amazingly good purpose, because a year 
later he bought the paper, and continued 
as its publisher and president until his 
death in 1949. 

The incipient furnace company at- 
tracted his attention, and he bought thet, 
too, and in the years before World War 
II bui't it, by slow and sound steps, into 
a leader in the warm air heating field—a 
relatively big company in a field in which 
there are few big companies, and in 
which business is largely local or regional. 
But he did not believe in forced warm 


air heating (the early systems were a 
matter of following the simple law that 
warm air rises), and he did not believe 
in advertising—not for his furnace com- 
pany, at least. 


es He was lucky in having a son John, 
now 47 and president of the company, 
who believed in both. John Norris grew 
up in the business, took engineering at 
M.1LT., and became an acknowledged 
authority on forced warm air heating 
and author of several textbooks on the 
subject. He did his experimenting in a 
“secret” laboratory, and sold the jdea 
to his father only when the elder Norris 
happened to walk into a dealer meeting 
in Syracuse while his son was putting on 
a demonstration of the new system. The 
dealers were so enthusiastic (this was in 
the early '30s) that the company promptly 
s'vitched to the forced warm air field. 
Now its production is largely concentrated 
in that field, although it still makes grav- 
ity systems also. 

Mr. Norris’ enthusiasm for forced warm 
air heating seems to have been shared 
by architects, home builders and the pub- 


and Reaps Three-Fold Benefits 


lic. Heating men divide the residential 
heating field into two broad classifica- 
tions: “wet” and “dry.” Steam and hot 
water systems are the best known types 
of “wet” heating, and radiant heating 
systems in which warm water is circulated 
through pipes in the floors or ceilings are 
also in this category. Heating systems 
which circulate warm air instead of water 
are the “dry” part of the business. 


s According to Keeney Publishing Co., 
which maintains a year-by-year record 
of factory shipments of residential central 
heating equipment units, warm air 
furnaces, of the gravity type, accounted 
for more than 73% of home heating units 
in 1923, with steam and hot water boilers 
getting only about one-quarter of the 
total business. But by 1931, warm air 
furnaces were only 54.4% of the total, 
and in 1934 they were only 54%. 

With the introduction of forced warm 
air, in the early '30s, the percentage be- 
gan a steady upward climb, due primarily 
to the greater efficiency of the forced 
warm air systems and their advantages 
in compactness and in cost. By 1950, warm 


AN ADVERTISING-MERCHANDISING 


PROGRAM LIKE THIS 
poesd WS yypptl 


Requires Thousands of Man-Hours’ Work, 
Complete Facilities of Many Organizations 
to Plan, Prepare, Carry Out BIGGEST 

HEATING CAMPAIGN EVER LAUNCHED 
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DEALERS GET THE ADVERTISING STORY—This unusual double spreaa 
in the “Heating Herald,” 16-page newspaper-size mailing piece 
which introduced the first Lennox advertising campaign to 
dealers and sought their local cooperation, shows how Lennox 


vertising campaign. 


air residential furnaces were getting 
78.2% of the total market, and incidental- 
ly had hit their first million-unit year, 
with 1,093,189 factory shipments being 
made. 


Advertising Starts from Scratch 
Lennox grew with the boom in wa 
air heating and in residential construc 
after World War II. It had developed, 1 
most of its competitors, along regi 
lines, because heating requirements v: 
from region to region and varied u 
are needed to fill them. Each of its pla 
and sales offices went pretty much 
own way, even though they were t 
to the Lennox name. But John No 
became more and more convinced th 
Lennox could not maintain its rate 
growth and its position in the indust 
without a greater degree of coordinati 
and without forceful advertising t 
would make Lennox at least as w 
known to the public as its competitors. 
One day he picked up the telenho 
and put in a call for Duluth—to E. 
Champion, advertising manager of tf 
Coolerator Co. He asked Charapion he 


and Henri, Hurst & McUVonaid worked wyeimer w yur we ade 
vertising campaign into shape. It was designed to impress dealers 
with the thought and effort required to turn out a national ad- 
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he'd like to join Lennox and develop an 
advertising and promotion program for 
the company. And it proves the point 
that a successful and important business 
can still be relatively unknown—for Ray 
Champion had never heard of Lennox 
Furnace Co.! 

But Coolerator had just been sold 
to Gibson, things were unsettled, and Ray 
was interested. He had been with Cooler- 
ator for three years, after war service in 
a combat engineer battalion, and had 11 
years as advertising manager of Investors 
Syndicate, and a stint with the Mac 
Martin agency in Minneapolis, under his 
belt. 


@e When Ray got into the Lennox situa- 
tion, his interest changed to definite en- 
thusiasm. The Norrises wanted him to 
come in as merchandising manager, to 
start from scratch, and to develop and 
implement a national advertising program 

No advertising man could want a more 
challenging or more interesting situation. 
Lennox had an art and photo department 
in Marshalltown, and produced a catalog 
and product bulletins, but that was all. 
It had an excellent staff of about 100 
salesmen working out of its seven offices, 
and selling almost entirely directly to a 


+ “Look! another Lenngx neighbor: 
. Taree E 


NATIONAL AD—Typical of the 1951 national 
magazine advertising for Lennox is this 
full-color half page from the May issue 
of Better Homes & Gardens. “More fami- 
lies buy Lennox” is the continuing theme. 


dealer organization of between 5,000 and 
6,000. There are only seven Lennox dis- 
tributors, principally concentrated in the 
East, and the big bulk of the business 
is direct to dealers. (The Norris interests 
also own the Armstrong Furnace Co. in 
Columbus and Des Moines, which operates 
through jobbers and distributors and is 
completely divorced from Lennox opera- 
tions, and the Lima Register Co. of Lima, 
oO.) 

Before the advent of a unified advertis- 
ing and promotion program, each division 
of Lennox operated pretty much as in- 


dividual entities in the sales field, with 
little or no coordination. Now, their sales 
and promotion are closely coordinated, 
but the unusual top echelon operation 
which was formerly in effect still holds 
true. 


Internal Setup Is Simple 

Lennox has only three officers (D. W. 
Norris, as we have said, died in 1949): 
John Norris, the president; E. C. Booth, 
his brother-in-law, who is secretary and 
treasurer; and Leo Anderson, an attorney, 
who is vice-president. Along with these 
three individuals, Ray Champion, as mer- 
chandising manager, Ted Smoot, as di- 
rector of product research, and John 
Erickson, as comptroller, complete the 
roster of the company-wide hierarchy. 
There is no company-wide sales manager, 
and no other executive who has company- 
wide responsibilities. Each division has 
its own general manager and its own 
general sales manager, and in three in- 
stances these titles are held by the same 
person. In some instances the general 
manager of one division has another di- 
vision under his jurisdiction, but in the 
company’s extremely simple corporate 
structure there is no one beyond the six 
individuals mentioned who has true com- 
pany-wide responsibilities. 

This means, of course, that advertising 
and promotion matters are reported to, 
and decided upon, by Mr. Norris and 
Mr. Booth (Mr. Anderson is relatively 
inactive), and that they are implemented 
by Mr. Champion, working directly with 
the seven divisional sales managers and 
their sales staffs. The programs developed 
at Marshalltown headquarters are pre- 
sented to these divisional sales managers 
and their staffs at periodic meetings in 
each area. 


e Ray Champion joined Lennox in May, 
1948, and began to work on the develop- 
ment of a long-range program of adver- 
tising and merchandising designed to 
make the Lennox name a “wanted” name 
in the heating field. Lennox was, of 
course, very well known in the warm air 
heating industry, but the general public 
had never heard of Lennox except by 
word of mouth advertising from satisfied 
owners. (Until that time, no name in the 
warm air heating field stood out national- 
ly except American Radiator, whose big 
volume was in wet heating. The other 
known names such as Bryant, Mueller, 
Williams Oil-O-Matic, Waterman-Water- 
bury, Luxair and Thatcher were popular 
regionally. While Chrysler Airtemp, 
Norge, and GE are in the “dry” field to 
a greater or lesser degree, Lennox does 
not consider any of them really potent 
competition. Coleman of Wichita, which 
has been primarily in the space heating 
field, is now moving into forced warm 
air central heating in an important way.) 

The company picked its first and only 
advertising agency—Henri, Hurst & Mc- 
Donald, Chicago—and by the end of the 
year was ready to launch its first adver- 
tising campaign—a nationwide newspaper 
campaign carefully designed to do a con- 
sumer sales job for Lennox and at the 
same time integrate the company’s dealers 
into the program and develop their sup- 
port and cooperation—without the pro- 
vision of cooperative advertising funds, 
even though co-op advertising on a 50-50 
basis was the normal procedure in the 
field. 


s The forthcoming campaign was mer- 
chandised hard to Lennox salesmen and 
dealers, and was built around Sunday 
newspaper ads which ultimately appeared 
in some 187 newspapers, mostly in cities 
of under 100,000. The gimmick in the 
campaign was simple: Lennox told its 
dealers it was planning to spend 24% 
of its sales to dealers in 1948 for its own 
advertising and would list in this adver- 
tising the name of every dealer who 
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IN OUR ADs!” 


biggest and blackest pencils. 
It’s amazing to see Chesterfield 


The Creative Mans Corner 


Hold your hats, Kids! We're apparently entering a new, Gothic Bold era 
of cigaret advertising. Anything might have brought it about—the Hadacol 
influence, or the figures on Philip Morris. In any event, when this stage 
is reached, you can usually lay a safe bet that somebody has banged his fist 
on a table and said, “NOW LOOK HERE, YOU BUMS—WE GOT TO GET SOME SELL 


The usual result of this admonition is three-fold. First of all, the plans 
board—and the client—begin clipping competitive ads and waving them in 
front of the faces of the various copy and art men involved. Second, the 
copy men begin thinking in terms either of (a) the kind of approach that 
sold for somebody else or (b) some kind of statement that can be set in 


Gothic Bold. Third—and as you’d expect—the art department gets out its 


join this particular school. For years, 
Chesterfield’s advertising has been as wacky as any that has appeared, 
resembling nothing in particular except for a brief period when every 
cigaret manufacturer was going in for auctioneers, planters and tobacco 
Jeaves, induced beyond doubt by Luckies’ success with southern double-talk. 
Now that Luckies have switched to the sweetness-and-light school—with 
sales effects that are still unmeasurable—maybe Chesterfield has decided that 
virtue doesn’t pay. How they eliminate unpleasant after-taste, however, is 
a puzzler. Maybe they mix up ground chlorophyll with the tobacco. Or 
maybe they've stopped using tobacco altogether. Maybe the simpler solu- 
tion would be to mix up some good, sound creative thinking with the adver- 
tising. It’s been a mighty -long time since cigaret advertising has revealed 
anything except evidence of massive appropriations. 


agreed to spend 2'2% of his purchases 
from Lennox in local newspaper adver- 
tising under his own name. 


Making It Easy for Dealers 

The newspaper list was actually made 
up largely by the dealers, and the cam- 
paign consisted of six ads, starting on 
April 24 and running through September, 
with the kick-off ad 1,800 lines and the 
following ads ranging from 1,400 to 600 
lines, depending largely on how many 
dealers went along. 

A 16-page newspaper-size brochure 
went to the entire dealer organization, 
outlining the plan in detail, reproducing 
each of the six ads, and including a filled- 
out schedule of the dealer’s local news- 
paper advertising campaign, based on his 
return of a questionnaire, giving his pre- 
ferred newspaper and the local rate. The 
schedule showed the newspaper to be 
used, and the size, cost and date of the 
ads to be used—all the dealer had to do 
was to pick the mats he wanted from a 
proof book enclosed, sign the form and 
return it. The form came with five copies, 
carbon paper all inserted. The dealer was 
instructed to give the first copy to his 
local newspaper as an insertion order, 
to send three copies back to the company, 
and keep the fifth for his files. 


e “We figured,” says Mr. Champion, “that 
we had to do all the detail work, even 
to the extent of working out a local ad- 
vertising order for each dealer, if we 
were to get cooperation. And it worked. 
Over 2,300 dealers—about 40% of our 
total—signed up for that 1949 campaign, 
and this group included all but a handful 
of our larger and better dealers, so that 
perhaps 70% or more of our sales poten- 
tial in terms of dealers went along. 


“Although we instructed the dealers to 
deliver the order for local space to their 
newspapers, we took no chances. When 
they sent their orders to the factory, an 
acknowledgment of the order—with the 
correct mats-—-went to the local news- 
paper. That, of course, meant that the 
advertising that was ordered actually 
ran.” 

The 1949 campaign was a definite suc- 
cess, Lennox believes. The company is 
a family business, and chary about re- 
leasing actual figures, but it admits read- 
ily to a substantial sales increase in 1949 
whereas the industry average was about 
8% behind 1948. 


@lIn 1950 Lennox advertising was 
switched principally to magazines, al- 
though the company intends to use news- 
papers again when conditions allow all- 
out selling without fear of shortages. The 
switch to magazines was dictated largely 
by a desire to spread business more evenly 
throughout the year, instead of having 
it heavily concentrated in August, Sep- 
tember and October, which is the “heavy” 
season. To accomplish this purpose, Len- 
nox believed, it needed year-round adver- 
tising, and its budget would not provide 
for adequate year-round space in the 
long list of newspapers which would be 
required to meet the needs of its dealer 
organization. 

Magazines on the list are American 
Home, Better Homes & Gardens and 
Country Gentleman, with half pages in 
full color; The Saturday Evening Post, 
with half and full pages in full color; and 
Time, Newsweek, American Magazine 
and Sunset with half-column ads. In 
addition, half pages in two colors are 
running in Small Homes Guide and 
House Beautiful’s annual maintenance 
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and building manual. The 1951 campaign 
differs little from the 1950 effort, the 
theme being the same: “In warm air 
heating, more families buy Lennox than 
any other make!” 


Dealer Aids, But No Co-op Funds 

The initial announcement to dealers 
of the 1951 campaign gives a good idea 
of how the local dealer advertising idea 
is being plugged on a continuing basis. 
The announcement is in the form of a 
broadside which opens into a 32x44” win- 
dow display reproducing a full-color, full 
page Saturday Evening Post ad, and the 
dealer tie-up material shown includes 
newspaper mats, movie trailers, classified 
telephone directory listings, overhanging 
store-front signs (the only form of ad- 
vertising in which Lennox operates on 
a co-op basis, paying half the cost of 
each sign purchased), radio and TV spot 
announcements, highway signs, 24-sheet 
posters, and a variety of display material 
for home shows and fairs. 

Throughout the year a variety of tie-in 
kits and merchandising pieces and sales 
and traffic-building gimmicks are made 
available. “Lennie Lennox,” a newly de- 
veloped trade character, who appears 
in a coloring book as well as in advertis- 
ing, is getting a big play this year, both 
as a giveaway for dealers and as an in- 
quiry-puller for national advertising. A 
Lennie Lennox rag doll, miniature salt 
and pepper shakers, and a bank have 
also been used. 

In 1949 dealer participation in the ad- 
vertising was limited strictly to news- 
paper advertising, but in 1950 and again 
this year, as indicated above, the types 
of acceptable dealer advertising have 
been greatly broadened. Lennox is par- 
ticularly pleased with the reception it 
has had from movie trailers. About 600 
dealers used them last year, spending 
about $130,000 to have them shown. The 
trailers are made available without 
charge, but, as with other advertising, 
the dealer bears the entire cost of showing 
them. J 
Each Has Responsibility 

The showing it has made with its na- 
tional advertising and particularly in 
developing dealer cooperation is extra- 
ordinary, Lennox feels, not only because 


INDIVIDUAL ORDERS—A sample form, show- 
ing how Lennox went about getting 
dealers to spend their own money to back 
up the company’s national advertising. In 
the first campaign, each dealer’s projected 
schedule, based on 214% of his purchases 
from Lennox, was made out in individual 
detail. When it was signed, the necessary 
mats and a copy of the order went to the 
local newspaper, to make sure that sched- 
uled copy actually ran. 


heating dealers are not promotion minded, 
but because most of them carry more than 
one line of heating equipment and are 
not too brand conscious, normally. 

“I was very careful,” says Ray Cham- 
pion, “to avoid a 50-50 cooperative plan 
when we started our advertising and 
merchandising in 1949. We have sold our 
dealers on the vital necessity of tie-in 
advertising and merchandising by the 


etn cee 


AD COMMITTEE AT WORK—The highly simplified executive setup of Lennox Furnace Co. 
makes it easy to get management’s okay on advertising thinking. Here E. R. Champion 
(left), merchandising manager, goes over some ad proofs with John Norris, president 
of the company. The two of them pretty much constitute the management committee 
at Lennox, as far as advertising and sales strategy is concerned. 


simple expedient of consistently pounding 
home the definition of the responsibilities 
of the company and the dealer. 

“We impress upon them at every op- 
portunity the fact that it is our responsi- 
bility as the manufacturer of Lennox 
equipment to build and maintain wide 
public recognition and acceptance of the 
Lennox brand name and to create a de- 
mand for our products. 


e “But we also stress the fact that it 
is each certified Lennox dealer’s respon- 
sibility to identify his firm properly 
through local tie-in advertising and pro- 
motion so that the people of his com- 
munity know where to see and buy 
Lennox equipment. Under this plan, the 
dealer pays the total cost of his own tie- 
in advertising and identification pro- 
grams, although we provide many of the 
tools that make it easier for him to do a 
good job. 

“I am sure that we are getting far 
greater cooperation from our dealer or- 
ganization with this plan than we would 
have been able to get with a regular 50-50 
co-op plan. And we have eliminated all 
of the headaches and waste that go with a 
regular 50-50 plan.” 

Lennox, like a lot of other companies, 
also had a problem with its sales force, 
as Mr. Champion explains: 

“We had a tough problem to sell our 
dealers on spending their own money 
for tie-in advertising and identification 
As you probably know, heating dealers 
generally are the poorest’ merchandisers 
in business today—and ours were no ex- 
ception. Furthermore, the majority of our 
competitors were offering 50-50 plans. 


Solving the Educational Problem 

“Added to all this was the fact that our 
own sales force of about 100 men is com- 
posed primarily of engineers who know 
little or nothing about advertising and 
merchandising. 

“During the first two years of our pro- 
gram, the majority of our key dealers 
followed our recommendations about ad- 
vertising simply because we asked them 
to—and many of them proved to them- 
selves that it worked. But, while most 
of them were sold on the idea, they des- 
perately needed some ‘how-to-do-it’ in- 
structions. 

“To help answer this problem, we de- 
veloped an 84-page handbook on dealer 
merchandising principles which we intro- 
duced last January. But we didn’t stop 
there, because the book would have been 
of little value if we had simply mailed 
it out to dealers or had our salesmen 
leave a copy with them. 


@ “So we produced a 169-frame, colored 
strip film which was a condensation of 


the material in the book. We purchased 
a small projector and screen for each 
salesman and required them to show the 
film to each dealer, reading it aloud to 
the dealer before giving him his hand- 
book. This procedure accomplished the 
very important objective of training our 
own salesmen as well as making certain 
that the dealer got the information that 
was in the handbook. 

“The salesman was then required to 
sit down with the dealer and go through 
the handbook with him in detail and 
show him how to use it regularly in the 
conduct of his business. It was simply 
impossible for our salesmen to make this 
presentation more than a few times, read- 
ing it aloud each time, without absorbing 


the merchandising principles set forth. 


And as our salesmen continue to make 
these presentations, they are rapidly be- 
coming pretty good merchandisers them- 
selves. 

“The effectiveness of this procedure has 
been outstanding. For example, the fol- 
lowing report from one of our salesmen 
in Nebraska is not at all atypical: 


“March 12, 1951—Dealer A. New account. Bought 
2x4 sign, newspaper, phone 
book, truck signs 

“March 14, 1951—Dealer B. Bought phone book, 

radio, truck signs. 

~Dealer C. Bought phone book, 

2x4 = sign newspaper, truck 

sign 

Dealer D. Bought two highway 

signs, truck signs, newspaper, 

phone book, matches, salt and 
pepper shakers (‘already has 


March 14, 1951 


March 15, 1951 


2x4 sign) 
March 15, 1951—Dealer E. Bought 2x4 sign, 
phone book, movie trailers, 


truck signs 

Dealer F. Bought promotion 
pencils, movie advertising. 
newspapers, telephone, 2x4 
sign, truck signs 

Dealer G. Bought window val- 
ances, newspapers, movie ad- 


March 16, 1951 


“March 16, 1951 
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vertising. phone book 

‘Merch 16, 1951—Dealer H. Bought newspapers, 
movie advertising, phone book. 
truck signs.” 


The Promotion Pays Off 

What has all this meant in terms of 
Lennox business? Well, the company tops 
all other heating equipment manufactur- 
ers in the country in the sale of residential 
warm air heating units, with total volume 
well up into eight figures, and its percent- 
age is growing steadily. Sales, aided by 
the postwar boom in building and the 
increasing popularity of forced warm air 
heating, were more than 40% greater 
in 1950 than during the previous year. 

But what intrigues the management 
about its advertising and promotion pro- 
gram more than anything else is that 
it has been able to n a remarkable 
showing, in the past year or so, in spread- 
ing the business out over the year. About 
50% of residential heating installations 
have been going into new construction, 
and there is very little that can be done 
to change the month-by-month sales 
pattern here, except as the building in- 
dustry itseif extends its construction 
period. But the other 50% of heating sales 
are for replacement, and since it is now 
possible to install a replacement with no 
more than eight hours of down time for 
the furnace, Lennox believes sales and 
installations can be spread reasonably 
evenly over the year 

i. 


e How its merchandising and advertis 
helped to accomplish this happy result#is 
demonstrated by the fact that at the ead 
of the first quarter last year, Len 
factories were 93% ahead of the previ 
year on shipments; at the end of the s 
ond quarter, shipments were up 115%; 
the time nine months had gone by, sh 
ments were 75% over the previous ye 
and at the end of the year, total shipme 
were 46% over 1949. With a 46% boost 
total shipments for the year, the norma 
topheavy fourth quarter was actually 
little behind the previous year. 

The reason, says Ray Champion, 
that by the time the fourth quarter ca 
around, Lennox dealers were so b 
installing furnaces they had already s 
that they had no time to make new sal 

“That's our next problem,” he sa 
with a sort of zealot’s look in his e 
“We've got to get our dealers to w 
out better plans for installing, so t 
they have installation crews working 
year around, on a fairly even schedule, 
instead of letting the jobs peak up at 
certain periods and fali off sharply at 
others.” 

And one gathers that this, too, will be 
accomplished, as Lennox pursues its new 
course as an aggressive national adver- 
tiser and merchandiser, convinced that 
this new sales tool, added to its outstand- 
ing merchandise and its excellent sales 
organization, will lead the company to 
new heights. 


Industry Production News Boiled Down 


By Rosert Newcomes and Marc SAMMONS 


The stateside specialist in employe 
morale and communications during the 
last fracas knew a few of the horrors of 
war himself. They were not very big 
horrors, and they endangered only his 
pride, but several people trying to help 
out on the production front went their 
baffled way right down to, and including, 
V-J Day. The reason for it was the con- 
fusion among the news centers in the 
nation’s capital, where services over- 
lapped each other. The individual sources 
were fine, and so were the people in 
them, but it took a long time to establish 
smooth working contacts. 

The editors of business papers want 


stories slanted to the interests of their 
readers. Certainly this is true of the edi- 
tors of company publications, partic- 
ularly publications for employes. The 
editor of a magazine for a steel company 
wants to angle his stuff to steel; the man 
who is trying to lather up the morale 
of shipbuilders wants to feed his people 
something that has to do with ships. 


@ To help solve this problem has become 
the chore of a new and energetic branch 
of the Department of Defense. Its full 
label is Industrial Services Branch, Office 
of Public Information, Office of the Sec- 
retary of Defense, Washington 25, D. C. 
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If yours is a personal visit, go to Room 
2-A-858 in the Pentagon; ask for Col. 
George White, head of the branch, and 
tell him we sent you. He is a good guy, 
will take care of your needs and send 
you away contented. 

One of the services of this branch is 
to produce “Military Production News.” 
This is not a fancy magazine, but a bi- 
weekly mimeographed bulletin issued by 
the Department of Defense. It is a tip- 
sheet on industrial mobilization, itemizing 
the stories and other material available. 
With it goes a sheet of defense produc- 
tion photographs, showing what is avail- 
able out of government picture files that 
an editor can splice in with a story. Any 
editor worth his salt should be able to 
take it from there. , 

The branch is developing a series of 
modest posters dealing with mobiliza- 
tion themes. The first is concerned with 
plant security, and others are in the mak- 
ing. 

The editor of a publication for em- 


Salesense in Advertising... 


ployes, commissioned by his management 
to do a morale-building job in the interest 
of productivity, will get many helpful 
tips from “Military Production News” 
and he can get his name on the mailing 
list by writing to the office of the branch. 
The bulletin is boiled down to essentials. 


s As matters stand now, however, few of 
the publications for employes around the 
country are paying much attention to the 
mobilization situation, for the reason that 
the employes directly affected by mobil- 
ization are still in the minority. But, un- 
less there is a cutback in mobilization pro- 
duction, or a leveling off, there will be 
plenty of need for talking national de- 
fense in the days ahead. The alert com- 
municator is building his file of material 
through such handy devices as the serv- 
ices of Col. White’s branch in the Penta- 
gon. Some day, and probably fairly soon, 
he’ll want to put his employe morale 
machine into high gear. 


Advertising Is Not So Difficult 


ames D. Woolf, one 
f advertising’s great- 
st copywriters, and 
ormer vice-president 
f J. Walter Thomp- 
on Co., is writing this 
veekly series of copy- 
ighted discussions on 
sted ideas and basic 
dvertising principles. 
A readers will find 
istruction and enter- 
inment in Mr. Woolf’s cogent discus- 
ions and sidelights on advertising 
uccesses. 


Jim Woolf 


By JAMEs D. WooLF 


- For more than four years “Salesense in 
dvertising” has been a regular monthly 
ature in some 25 trade journals. These 

Periodicals have a considerable circula- 
»n among small businesses that must 

* along without the benefit of profes- 

sional advertising counsel. My mail brings 

me an occasional letter of despair from 
such as these. “It’s all too complex for me,” 
writes the president of a small bank in 

California. “I've been reading some text- 

books on advertising lately, and I've got 

to confess that the stuff is over my head.” 
I can understand his bewilderment. 
There is a lot of “scientific” poppycock 


written about advertising that is over 
my head, too. What I have always 
considered essentially a pretty simple 


business is being made to appear as com- 
plicated as the digging of a pipeliner’s 
Big-Incher. 

Do you know what a “synoptical leap” 
is? Are you aware of the fact that “in- 
hibition supplements facilitation”? Does 
it surprise you to be told that “the 
metaphysical interpretation of organic 
predisposition is unscientific’? I have 
before me a college textbook on advertis- 
ing that dwells on these matters. A young 
man, a graduate of an eastern univer- 
sity, came to me the other day for ad- 
vice on what advertising is all about. His 
head was full of jargon about “reflex re- 
sponse” and “emotional congruity.” Like 
the California banker, he was bewildered. 


Scientific Approach Overrated 

The truth is, there is nothing partic- 
ularly difficult about advertising. Like 
personal selling, advertising is not a 
science and never will be. Certainly it 
is not literature. No great advertisements 
in the literary sense have ever been writ- 


As It Is Often Made to Appear 


ten, and this includes Cadillac’s much 
lauded “The Penalty of Leadership.” 

In this dramatic atomic age, in which 
the scientist and the professor are our 
No. 1 glamor boys, research and psychol- 
ogy and the scientific approach have been 
emphasized, in my judgment, far beyond 
their true value. Too often the primary 
function of advertising—the production 
of words and pictures that make simple 
salesense—is likely to be lost sight of. 

To the banker and the student I wrote 
this: What counts most in advertising is 
plain good judgment and old-fashioned 
horse sense. Don’t worry too much about 
psychology and research and ali the 
“scientific” services that have attached 
themselves to the coattails of advertis- 
ing. Then I quoted to them an opinion 
by J. Richard Brown, the able editor of 
Southwestern Advertising & Marketing: 


s “Between action based on good judg- 
ment or action based on research we'll 
take good judgment every time. For some 
reason or other, it seems business men 
are getting so they cannot make a prod- 
uct or a marketing change without sub- 
mitting it to the people—without taking 
slide rule or tabulating machine advice 
on what to do...Where research is in- 
tended as a substitute for judgment, not 
only much time is lost but many false 
premises will be the end result.” 

To the many proprietors of small busi- 
nesses who write me I say this: Don't 
try to do it the hard way. Keep it simple. 
If you run a store and write your own 
advertising, talk to people in your copy 
the way you talk to your customers when 
you are behind your counter. If you are 
the manufacturer of a product, tell the 
public in sincere and simple words why 
and how your product will benefit them. 
Think of your store or your product in 
terms of people’s problems, anxieties, 
needs, hankerings. If you are in business 
and smart enough to get along, you won't 
need a psychologist to tell you what peo- 
ple’s problems are. The only textbooks 
on psychology you need are the people 
you see around you every day. 

Make your copy informative and fac- 
tual. If you need a pattern to follow, 
consult the pages of the Sears and Ward 
catalogs. Facts are more persuasive than 
fancy writing. 


Promise Satisfaction 
Tell the truth—scrupulously. Over the 
long haul your business will derive great 


benefits from honest advertising. Don’t 
promise more than you can perform. 


Avoid such bombastic adjectives as 
“Amazing!” and “Astounding!” There is 
no commercial product in the world that 
deserves such paeans of praise. Have 
you ever bought anything that amazed 
you? 

Be helpful. Show sympathy and under- 
standing, an awareness that life today 
burdens the hearts of many people. 
Kindliness and fellow-feeling are qual- 
ities too rare in today’s bitterly com- 
petitive advertising. 

Promise satisfaction and back it up 
with an absolute money-back guarantee. 
Do this in every ad you run. It’s the most 
important single thing you can do to put 


The Eye and Ear Department... 
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salesense in your advertising. 

Above all, don’t try to be clever, cute. 
Don’t subscribe to syndicated advertis- 
ing services, especially those smart- 
alecky and allegedly humorous boiler- 
plate horrors, usually badly drawn car- 
toons, that are one of advertising’s great- 
est afflictions. 

If there is an advertising practitioner 
in your town, a man or woman of integ- 
rity and good judgment, hire him. If 
there isn't, write your advertising your- 
self. Stick to the principles outlined here 
and you'll do all right. I didn’t originate 
them. I have simply drawn them out of 
the experience of thousands of success- 
ful advertisers who have proved, time 
and again over the years, that they make 
salesense. 


Speidel Entertains-and Sells 


“What’s My Name?”—Monday nights 
on NBC-TV—is listed as a quiz show, 
but actually it’s that and more. Paul Win- 
chell and his dummy, Jerry Mahoney, do 
a fairly comprehensive and humorous skit 
—and then ask the contestants, who are 
fairly unimportant in the general pro- 
ceedings, the name of the character por- 
trayed. Naturally, because of the length 
of the skits, not many contestants get 
asked the key question—but it’s there, 
nevertheless, to keep the name of the 
show meaningful. 

This particular technique strikes this 
reviewer as an excellent TV adaptation 
of what is essentially a radio formula. It 
not only makes a list of spoken hints 
visual, but attaches entertainment to their 
visualization—since Winchell and 
Mahoney clown through every skit, with- 
out exception. It’s quite possible that one 
evening they'll forget to ask the question 
—and undoubtedly nebody will notice, 
except perhaps the contestant. 

Speidel Co. (watch bands) presents 
“What's My Name” and quite wisely 
leaves all entertainment or gimmicking- 
up out of the commercials. The band it- 
self is shown on a revolving disk, with a 
voice-over description and identification 


Tips for the Production Man... 


Poul Winchell listens suspiciously to a wisecrack 
from his pal, Jerry Mahoney, on Speidel’s “What's 
My Name” (NBC-TV). 


of the particular model shown. Its var- 
ious features are then described and 
demonstrated—the way it slides over the 
wrist, the special spring construction, the 
name Speidel on every link. Finally, the 
price appears. 

“What's My Name” isn’t spectacular, 
as TV shows go, but it’s well done and 
entertaining. All in all, it ought to sell 
quite a few watch bands. 


Engravings That Fly in The Night 


By KENNETH B. BUTLER 


Not long ago the Chilton Co., business 
magazine publisher, sent out a plaintive 
letter to its advertisers and their agen- 
cies. 

The letter said, “Please don’t send us 
any more zinc plates.” It went farther 
than that. It said that the firm’s new rate 
cards just plain stated they would not be 
accepted. 

The Chilton letter then went on to ex- 
plain. On an average of twice a week, it 
said, the Chilton printing plant was hav- 
ing trouble with zinc plates that did not 
stand up, with the result that the action 
of the rollers of the presses caused them 
to break loose from the tacks and to 
fly off the blocks. 


@ The Chilton folks then pointed out that 
it wouldn’t be quite so bad if your ad 
with the poor plate in it were the only one 
to be damaged. There are, it seems, in- 
nocent bystanders. The zincs fly around 
and smash other people’s halftones and 
still-secure plates, to say nothing of type. 


With the advertiser who holds the orig- 
inals hundreds of miles away, they've got 
a problem. 

Their cost, per “batter” (and they have 
a good, terse word for it there) is, they 
estimate, about $100. They want hence- 
forth only complete electrotypes, or cop- 
per original plates. 

This doesn’t happen only to Chilton. 
Many advertisers think a zinc should last 
forever. Where used and re-used, as in 
signature cuts, trademark emblems, etc., 
standing cuts should be replaced at fre- 
quent intervals. As a matter of fact, the 
zinc should only be the master plate of 
frequently used material—thick-shell 
electros should be sent for printing pur- 
poses. 

In our experience, the difficulty of zincs 
becoming unmounted during the printing 
process is not often experienced with new 
ones, but with zincs that have had many 
impressions and which have seen their 
best days. 

Cuts poorly mounted and in battered 
shape should be permanently retired... 
into the scrap box 
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There IS something YOU can do 


INFLATION TOOL—This first in a ser- 

ies of ads in Time, sponsored by Bemis 

Bro. Bag Co., urges other businesses to 

use this comics book os a weapon against 

inflation. Gardner Advertising Co. is the 
agency. 


Bemis Urges Use of 
Comics Book in Its 
Anti-Inflation Ads 


Sr. Louis, June 12—Bemis Bro. 
Bag Co. is launching a campaign 
aimed at giving employers a new 
communications tool in the fight 
against inflation and attendant na- 
tional dangers. 

A series of ads in Time, the 
first of which appears this week, 
plus ads in about 40 trade publica- 
tions in fields served by Bemis, 
recommend that other employers 
distribute to their employes a 16- 
page comics book on which Bemis 
collaborated with Pictorial Media, 
New York. 

The book, titled “How Stalin 
Hopes We Will Destroy Amer- 
ica,” has been distributed to Bemis’ 
10,000 factory and office employes 
across the country. Bemis had 
Dr. Henry C. Link’s Psychological 
Corp., New York, conduct a series | 
of tests in its factories to deter- 
mine the value of the book in 
workers’ hands. 


@ The tests dealt with interest, | 
readership, comprehension and/} 
change of attitude. According to! 
Dr. Link, “Workers exposed to the | 
book were found to have a sig- | 
nificantly higher appreciation of 
recommended ways to stop infla- 
tion than did workers who did 
not see it.” | 

The ads direct interested em- 
ployers to address inquiries re- 
garding the anti-inflation book to 
Pictorial Media Inc., 205 E. 42nd 
St., New York. 

Gardner Advertising Co. here 
is handling the campaign. 


Canadian Press Assn. Elects 

George Collington of Hugh C. 
MacLean Publications, Toronto, 
has been elected president of the 
Periodical Press Assn., federation 
of Canadian national publications. 
Elected vice-presidents were: R. 
C. Brown, Country Guide, Winni- 
peg: Paul J. Henderson, Consoli- 
dated Press, Toronto; H. Napier 
Moore, Maclean-Hunter Publish- 
ing Co., Toronto, and C. J. Laurin, 
Consolidated Press. R. C. Rowe 
of National Business Publications, 
Gardenvale, Que., has been elected 
treasurer, and I. D. Carson,: To- 
ronto, has been voted executive 
vice-president. 


Magazine Publishers Elect 


H. Napier Moore of Maclean- 
Hunter Publishing Co., Toronto, 
has been elected president of the 
Magazine Publishers Assn. of 
Canada. Vice-presidents elected 
are: C. N. Foy, Saturday Night, 
Toronto, and Charles Sauriol, Le 
Samedi, Toronto. 


Palmer Joins N. W. Ayer 
Richard L. Palmer, formerly in 
studio production with CBS-TV, 
has joined the radio-TV depart- 
ment of N. W. Ayer & Son, New 
York. | 


Coming 4 


Conventions 


June 17-21. Advertising Assn. of the 
West, 48th annual convention, Cosmopoli- 
tan Hotel, Denver 

June 18-22. National Advertising Agen- | 
cy Network, 20th annual national con- | 
rapes Moraine Hotel, Highiand Park, | 
i. | 

June 20-22. American Marketing Assn 


| conference, Hotel Statler, Detroit. 


June 24-27. National Industrial Ad- 
vertisers Assn., annual conference, Wal- 
dorf-Astoria, New York. 

June 24-28. Assn. of Newspaper Classi- 
fied Advertising Managers, 3ist annual 
convention, Mount Royal Hotel, Montreal 

June 25-27. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Cosmo- | 
politan Hotel, Denver 


July 17-13. International Advertising 
Conference, London, England 
Sept. 5-8. National Assn. of Photo- 


Lithographers, annual convention and ex- 
hibit, Statler Hotel, Buffalo 

Sept. 17-18 Pennsylvania Newspaper 
Publishers’ Assn., annual classified clinic, 


| Roosevelt Hotel, Pittsburgh 


Sept. 17-21 
of America, 


Premium Advertising Assn 
New York Premium Cen- 


tennial Exposition, Hotel * Astor, New 
| York 
Sept. 23-28. Advertising Specialty Na- 


tional Assn., annual convention and Spe- 
cialty Fair, Palmer House, Chicago 

Sept. 24-26. Assn. of National Adver- 
tisers, fall meeting, Waldorf-Astoria, New 
York 

Sept. 28-29. Continental Advertising 
Agency Network, 19th annual meeting, 
Philadelphia. 

Oct. 5-6. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 

Oct. 13-16. Mail Advertising Service 
Assn., 30th annual convention, Schroeder 
Hotel, Milwaukee 

Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat- 
ler, Boston 

Oct. 15-16. 
67th annual 
Chicago. 

Oct. 17-19 Direct Mail Advertising 
Assn., 34th annual conference, Schroeder 
Hotel, Milwaukee 

Oct 22-23. 
Assn... 


Inland Daily Press Assn., 
meeting, Congress Hotel, 


Agricultural 
annual meeting. Chicago 


Oct. 23-26. Advertising Typographers of | 


America, 25th annual convention, Hotel 
Nacional, Havana, Cuba 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston. 

Oct. 25-26. Audit Bureau of Circulations, 
annual meeting, Congress Hotel, Chicago 


Nov. 12-15. Financial Public Relations 


Publishers | 


Assn.. annual convention, Hollywood 
Beach Hotel, Hollywood, Fla 

Nov. 18-19. National Business Publica- 
tions, annual meeting, Drake Hotel, Chi- 
cago 

Nov. 20. Controlled Circulation Audit, 
annual meeting, Drake Hotel, Chicago 

December ‘date not yet set). American 
Marketing Assn., winter conference, Ho- 
tel Kenmore, Boston 


CBS Leases Keywest Studios 

Columbia Broadcasting System 
has leased Keywest Studios, Holly- 
wood, for the manufacture and 
storage of television scenery and 
props. 


Jam Handy Promotes Riley 
Wilfred J. Riley has succeeded 
Russell B. Robins as executive on 


the Dearborn Motors Corp. 
Falstaff Brewing Corp. and 
Ralston Purina Co. accounts of 


the Jam Handy Organization, De- 
troit. Mr. Robins has joined Dear- 
born Motors in an executive sales 
capacity. 


Ellis Promotes Joan Ellis 

Ellis Advertising Co. has pro- 
moted Joan Ellis to space buyer in 
the agency's Buffalo office. 


Americas 


FOREMOST 
TOY TRADE 


Magatine 


DY 
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HASTE MAKES WASTE 


It's the truth! If you want displays, labels and packagings 
that stop folks, make them buy—it will pay you to 

stop, look and listen a bit yourself before you rush into 
production. Get ou’ in the market .. . look . . . ask 
questions . . . and listen! If you lack the time or the staff— 
we're equipped to do it for you. In a very few days. our 
Marketing Division can determine your dealers’ likes and 
dislikes, diagnose the competitive situation and come up 
with suggestions, based on the facts, calculated to earn 
dealer—and consumer—preference for your product. 
You'll like the way our creative people translate such 


suggestions into displays, labels and packayings that are 
new and different—sufficiently so to give your brand a 


Whishes 
of its Type 


wm America 


Here's a 3-dimensional back-of-bar dis- 


play that adheres to mirrors. Ingen 
utilization of a new device projects the 
two bottles into the forward plane as 


fully formed half-rounds 


uA er See 


As developed by Con 


ious 


when the dis- 


play is put up. 
d, in 


teh 


A. Gold 


with Simon 


a 


Sales Pr 


of Park & Tilford Distillers Corp., unit 


ships flat and applies, via Kleen-Stik. to 
glass and other surfaces. It's new and 
different—and a real “Stopper.” 


clear-cut competitive advantage. If you're of a 
mind to make haste slowly on your next 
point of purchase project, why not call us in. 
Without obligation, of course. 


MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 
Main Office and Plant: 1013 Grand Street, Brooklyn 6, N. Y. 
Sales Offices in Philadelphia, Chicago, Louisville and Tampa, 
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Along the Media Path 


@ Popular Mechanics is celebrat- 
ing 50 years of successful publish- 
ing with a $5,000 photographic 
contest in. which contestants are 
asked to portray the “American 
way of ‘ife.”” Contest entries must 
be taken between April 1 and 
Sept. | and postmarked not later 
than Sept. 1, 1951. Two $1,000 first 
prizes will be awarded—one for 
the best color photo and the other 
for the best b&w snapshot. 


& 


e@ Horace T. Hunter, president of 
Maclean-Hunter Publishing Co., 
Toronto, disclosed that the com- 
pany'’s 1950 gross revenue was 
$10,810,978, an increase of $563,108 
over the preceding year. Net profit 
after taxes was $197,646. 

Mr. Hunter also succinctly de- 
scribed the peculiar problem of 
business papers and magazines: 


You've got to 
get the customer 


. into the dealer’s show 


room before you can sell him 
+++ +++ Oak Balloons will help 
pull them in! | | 


‘The OAK RUBBER Co 


Ravenna. Ono. 


“In most lines of business,” he 
said, “an increase in costs is passed 
on quickly to the customers. It is 
impossible to do this in the busi- 
ness newspaper and magazine 
fields. Increases in wages and in 
the prices of materials usually 
become effective immediately; 
whereas advertising contracts 
often extend over a year, and sub- 
scriptions are paid in advance for 
one, two or even three years.” 


e During the first five months of 
1951, the Philadelphia Inquirer 
carried 15,265,864 lines of adver- 
tising, a new record for Philadel- 
phia newspapers, according to the 
Inquirer. 


e Friends of Station WTAG re- 
cently received a_ cordial an- 
nouncement: “Most vacation or 
business trips in New England,” 
it read, “will bring you to our 
locality. Or it may be just a pleas- 
ant weekend in summer or fall.” 
Whichever suits your plans, the 
note continued, “you are invited 
to be the guest of WTAG at one 
of [four] establishments for lunch, 
dinner, overnight accommodations 
and breakfast.” Enclosed with the 
note was a courtesy card and a 
map of the area. 


@ On June 11, National Broad- 
casting Co. engineers pushed the 
buttons which sent the first tele- 
vision signals out from the com- 
pany’s new 215’ multiple-use an- 
tenna tower atop the Empire State 
Bldg. The tower, a joint NBC- 
Radio Corp. of America develop- 
ment, will be used by four other 
Stations in addition to Station 
WNBT. 

The new antenna is the sixth to 
be installed on the building. The 
others date back to 1931, when 
NBC and RCA constructed an 
elaborate laboratory and trans- 
mitter on the 85th floor and built 
a TV antenna on the building’s 
mooring mast. 

NBC, incidentally, has placed an 
order with American Telephone 
& Telegraph Co. for fulltime video 
circuits to connect Tulsa, Okla- 
homa City, Fort Worth, Dallas, San 


Antonio and Houston with the 
present video web. 
e The fifth annual Chicagoland 


Home & Home Furnishings Festi- | 
val has been scheduled for the 
period Sept. 16 through Oct. 7, and 
the Chicago Tribune will publish 
its special home and home furnish- 
ings supplement on Sept. 16. 


e “It Takes Seven Eastern States 
to Match Our Coverage Area,” ac- | 
cording to the latest promotion | 
piece issued by Stations KMM4J,| 
Grand Island, Neb., and KXXX, | 
Colby, Kan. (Ranch & Farm Ra- | 
dio). The stations include a super- | 
imposed map to prove the conten- 
tion. 


e The San Francisco Chronicle re- 
cently inaugurated a new food 
section and, in May, carried 37,931 
lines of editorial material on food. 
The paper's officials are convinced 
that the May food linage sets a 
new record among metropolitan 
newspapers. 


e@ “Inside Look” is the title of a 
new presentation prepared by the 
magazine. Using Kodachrome 
slides, the publication examines 
a typical issue to illustrate its pub- 
lishing aimins—to attract, to interest, 
to serve. The closing section is de- 
voted to answering the question, 
“What's ahead for Look?” 


e Ziff-Davis Publishing Co. hopes 
to complete its move from Chicago 
to New York by the end of 1951. 
Popular Photography moved about 
four weeks ago. Modern Bride 


PART-TIME PARTING PARTY—Ada Bessie Swann, who is semi-retiring after 17 
years with the Woman's Home Companion, admires a silver trimmed salad bow! 
set given to her by friends at a Companion party. Congratulating Miss Swann, who 
will continue to act as hostess at WHC convention entertainments, are (left to right): 


Edward P. Seymour, advertising director, Crowell-Collier; 


Raymond Alexander, 


advertising manager, WHC; Bernice Strawn, WHC equipment editor; and William 
A. H. Birnie, WHC editor. 


made the trek two months ago. As 
of June 11, Flying has had its 
headquarters in the 355 Madison 
Ave. offices of Ziff-Davis. 

Definite moving dates have not 
yet been set for the company’s 
electronic and adventure publica- 
tions, though they probably will 
shift this fall. The subscription de- 
partment and an advertising office 
will be maintained in Chicago, and 
the company will continue to print 
in that city. 


e@ To polish up its direct mail mer- 
chandising efforts, Station KDAL, 
Duluth, recently sent shoe polish- 
ing cloths to more than 950 Griffin 
shoe polish jobbers in the KDAL 
area. 


e The Birmingham News and Mo- 
bile Press-Register have scored 
high in the Treasury Department's 
new savings bond drive. The News’ 
advertising department has sold 
182 local businesses on the idea 
of sponsoring the public service 
ads for a full year, and the Mobile 
paper has lined up 110 sponsors for 
the series. Proofs and mats of the 
series are available from the news- 
paper and retail section of the 
Treasury Department's advertising 
division. 


e@ Station CKNW, New Westmin- 
ster, B. C., has placed an order for 
6,000 sandwiches, 250 pounds of 
potato salad, 3,000 hot dogs, 1,000 
pies, 30 gallons of ice cream and a 
truck load of soft drinks. The party 
is for 1,000 orphans of Vancouver, 
New Westminster and the Lower 
Mainland. Swimming lessons, spe- 
cial entertainment and bus and 
train rides are on the program. 


e Sign of the times: Station 
WSBT’s new South Bend head- 


quarters include two studios de- 
signed and built exclusively for 
disc jockeys, permitting them to 
play records and produce their 
programs independently of the 
control operator. 


\@ Final tally on Modern Romances’ 


linage in the first quarter of 1951 
shows that the publication carried 
59% more advertising in the first 


|} three months of 1951 than it did 


in the same period last year. Cir- 
culation also is up—13.5% to be 
exact. 


@ The St. Louis Post-Dispatch has 


published an elaborate, 32-page 
brochure to describe its 50 years of 
progress. The booklet contains 


figures, charts, maps and similar 
data to document the story. 


e@ Station WOW, Omaha, has com- 
pleted the itinerary of its fourth 
annual farm study tour. The group 
—limited to 200 farmers and their 
wives—will travel from Sept. 13 
through Sept. 29, visiting farms, 


experiment stations and agricul- 
tural schools in areas near Detroit, 


Quebec, 


Toronto, Boston, New 


York, Washington and Chicago. 


@ National Provisioner plans to 
celebrate its 60th anniversary with 
a special edition scheduled for 
early December. To help gather 
material, the publication is query- 
ing industry suppliers for histori- 
cal data on corporate development 


e If Domestic Engineering is a} 
criterion, advertisers seem to be} 
increasingly impressed with the| 
impact of multiple-page units. 
Thus far this year, the publication 
has carried a 12-page insert and 
an eight-page insert for Fedders-| 
Quigan Corp. of Buffalo. It also is | 
earrying a 12-page insert in the! 
June issue for Republic Heater | 
Corp. of Huntington Park, Cal.,| 
and has scheduled another Fed- 
ders-Quigan insert for August. 


@ Maclean-Hunter'’s Canadian 
Homes & Gardens will boost its 
circulation to more than 75,000 net 
paid, effective with the February, 
1952, issue. The new figure repre- 
sents a 50% increase. Beginning in 
October, Canadian Homes & Gar- 
dens will add the 15,000 unexpired 
subscriptions of Your Garden & 
Home, which is ceasing publica- 
tion. Rates will be increased 40%, 
effective with next February's is- 
sue. 


e@ The Chicago Tribune plans to 
get students back to school in three 
steps this year. First, it will carry 
a back-to-college supplement on 
Aug. 5; next, a boys’ and girls’ 
back-to-school supplement on Aug. 
23 and, finally, a men’s back-to- 
college news and advertising in 
the autumn men’s apparel guide, 
set for Sept. 5. Market studies have 
indicated that college girls begin 
their preparations early—hence 
the earlier section. 
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|e Hopalong Cassidy—believe it or 


not—until this month had never 
made a public appearance with a 
special newspaper advertising sec- 
tion scheduled to coincide with 
his visit in a city. He has had edi- 
torial support, of course, and “wel- 
come” ads, but never a special sec- 
tion, according to Hoppy. 

However, the Portland Journal 
changed this state of affairs on 
June 6, with a special 12-page 
tabloid ad section carrying more 
than 7,500 lines of paid copy. The 
occasion? The annual Portland 
Rose Festival, this year with 
Hoppy as grand marshal. 


e@ Charm has reopened its show- 
room on the 20th floor of 1384 
Broadway, New York, for a two- 
week display of fall fashions for 
women who work. All merchandise 
is being featured in August and 
September issues. 


e The May issue of Radio-Tele- 
vision-Electronic Service carried 
51% pages of advertising, a new 
record for the publication. 


e Station KNX, Los Angeles, and 
the Columbia Pacific Network 
have produced a new presentation 
designed to prove that “summer 
programming pays its own way.” 
The presentation is based on a 
typical West Coast nighttime half 
hour. 


e@ Station KFAB, Omaha, now is 
operating on a 24-hour basis. It is 
on the air all night, every night ex- 
cept Sunday. Harry Packard has 
come out of retirement to take 
over supervision of the allnight 
operation. 


Elmond M. Glebe Elected 
Elmond M. Glebe, advertising 
manager of A. P. Green Fire Brick 
Co., Weston, Ont., has been elect- 
ed president of the Industrial Ad- 
vertisers’ Assn. of Ontario. Other 
officers are: Dick Wanney, Amal- 
gamated Electric Co., Toronto, 
vice-president; John McNally, 
George W. Crothers Ltd., Leaside, 
secretary, and Fred _ Tilley, 
Sangemo Co., Leaside, treasurer. 


Times Square Names Wein 

Edward R. Wein has. been 
named advertising production 
manager of Times Square Stores 
Corp., New York, operator of a 
chain of 17 department stores 
throughout Brooklyn, Long Island, 
Nassau and Staten Island. Mr. 
Wein succeeds Jerry Cole, who has 
resigned to open his own photo- 
graphy studio. 


‘Quick’ Adds Two Salesmen 

Bertram C. Halperin, last with 
Argosy, and Thomas C. Jackson, 
formerly of National Advertis- 
ing Service, have joined Quick as 
advertising salesmen in the New 
York office. 


. = 5 Firs Ongraver 


specialists 
in fine 
photo engraving 


REVERE PHOTO ENGRAVING CO. 


712 FEDERAL STREET - 
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Large Projectors Department Store Operating Trends: 1939-1950 Lever Drops ‘My Friend Irma 
i z ¥ : As CBS Loses Four Sponsors 
Being Tried Out From “Operating Results of Department and Specialty Stores, 1950, Pepsodent division, Lever 
in S k by Prof. Malcolm P. McNair, Harvard Business School aoe 4 York =, ~~ : 
perm elding as canceled “My Frien 
mn u ar. ets Irma” (CBS), one of radio’s most 
Campen, N. J., June 12—Eastern lems 1939 1940 1941 1942 1943 1984 165 1946 197 ieee 19 1950 popular shows, as of June 25 ; 
Advertising Co. here is testin Number of Reporting Firms Also in the cancelation column 
three-foot-square _ projectors in — <— me “joe fom a oe aa = “1 _, oe -d tay ag Be 
300 Acme supermarkets in the  year-to-vear Change 105.4) 106.4) a17.4] 2.4] 96.9] 2.3] onn.8] 28.4] 108.8] 105.2 3 | 106.4  — y A i an) S: nok ory 
Philadelphia-Camden area as an _#a%_ 1839 = 100 100.0} 106.4) 1249] 140.4] 163.3) 163.4 | 2044) 256.3 | 271.5 | 285.6 | 272.2 | 200.6 rug (Dancer-Fitzgerald-Sample) ; 
advertising medium TRANSACTION DATA (a) | “Refreshment Time with Morton 
: : a : Downey,” Coca-Cola Co. (D'Arcy 
The device is specially designed omeenete . 2.2) 2.95] 2.67) 2.02] 205] soz] 3.90) 3.00) 490/ 456) 435 | 408 Advertising Co.), and “Hollywood 
for location in the center of a . lumber of Transactions 103.25} 102.6 | 105.0] 101.6] 108.0) 106.3] 106.7 | 108.9 97.3 | 100.6 | 100.9 | 100.1 Star Playhouse,” Emerson Drug 
supermarket where heavy traffic ENSE, AND PROFIT. Co. (Batten, Barton, Durstine & 
will note the projected ads. It 9°94 iso) Osborn). 
tans : ; y Gross Margin 36.9 | 36.95) 30.2 | 38.7 | 38.4 | 37.0 | 37.6 | 36.9 | 35.4 | 35.6 | 35.2 3.5 
consists of a projector with a 1,- Payroll 17.8 17.55 | 17.3 16.75 | 15.7 13.0 | 15.4 3.9 | 16. 1. 17.9 11.6 
000-watt tube that flashes the ad- ssl Eee Coat () th] CB] be] RB] ER | CES | CRS | Ei) CER | Eb he | he Kent Hanson Appointed A.M. 
vertiser’s message from a smal] ll Other 3) 965) 9.55) 03 | Ba | 7.7 1.6 | 1.8 a6 tes | 83 a3 | Kent Hanson, formerly on the 
slide to the large screen. The pic- Total Expense (c) 35.4 M15 33.4 3.2 28.7 27.4 27.85 28.1 30.1 u.3 32.5 3.1 retail advertising staff of the 
ture shows up clearly and in full Net Operating Profit (c) 1.5 2.2 4.8 75 9.7 10.5 9.75 68 5.3 4.5 2.7 44 New York Journal-American, has 
color on the nama f a nce te Taxes 4.0 4.75 ry 9.75 ry 12.3 | 1.5 9.6 1.3 6.7 = = been named department store ad- 
Brand name food adverti Federal O83) Lt | 322) BH) UP) Br) Le) 37 | 273) 28 | 188 | 21 vertising manager of the New 
asin Gay Sake teed rt S€TS Net Gain after Fed. Inc. Taxes 3.35) 3.05) 41 365°] 3.7) see] ae] 5.9 | 485] 42 3.15 | 3.65 York Herald Tribune. 
pany says, ond it eupects ‘om oa yearend 4.3 44 4.3 3.53] 46 40] 54 5.25] 405] 46 44 43 TV St. Lo 
manufacturers whose products are| Rsenangers ©" | te] P| HE] 28) ce] oh) tt | tel or] aL | ae | ae = he 
sold in specific markets. That is Gampuccmsnewms So | “33 ] 33 | RE) RP) Re! TS! te] EE) EL) te | HOLE Sorte MARAia Uborition seueivere 
the reas : ¢ " > " ¥ y ¥ y iy ‘ reports . vis d 
a for concentration On Total Retail Reductions, % (>) oo | 6.85 5.9 5.55 5.2 5.3 5.6 6.85 7° 1.1 6.2 m1 installed in the St. Louis area as 
7 Lee oF me, of June 1 
@ The projector accommodates 29 "0. D. and Layaway 43 43 3 $3 hg 43 $j “} “3 <3 it ae 
separate products. Slides are kh ee ee <3 ie) 0} 3 ay bet <% tie 
changed automatically to provide * For the years 1943, 1944, and 1945, figures for federal income taxes include rete currently charged on selected assets. See the explanstion of interest in the 
15 exposures an hour for one ad- taxes on excess profits net of the 10% postwar refund and debt retirement credit . 
vertiser For 1942, however, details on such credits were not requested; hence, the excess (4) Temes « year, based on average monthly inventories. 
° profits tax figures included for thet year may not refiect such deductions (e) Marken over invoice cost delivered as « p tage of original ( 


In the 300 markets now being 
tested, Eastern Advertising Co. 
estimates that more than 500,000 
shoppers will be reached daily. 
The number of markets also will 
be increased to a five-state region 
as soon as the company can man- 
ufacture the projectors and then 
complete installation. Eastern Ad- 
vertising assembles the projectors 
and installs them. 

Coverage is being offered on 
full, half or quarter basis. Seber- 
hagen Inc., Philadelphia, is han- 
dling the Eastern Advertising Co. 
account. 


(c) Figures for these items were revised for the years 1939-1945 for compare~ 
uniformly 


bility with results for subsequent years in order to reflect 


retail value. The methed by which these figures were derived is explained 
Eapians 


NOTE. The figures presented sbove are weighted averages. 
» and 


in the 
tory sotes 


on 
the 4% rest «dix. 


of the various iteme are gives im the Appen- 


ABC Raises Rates on Its 
Five Television Stations 
Following the lead of National 
Broadcasting Co., which has al- 
ready announced general TV rate 
increases as of July 1, American 
Broadcasting Co., New York, will 
raise time costs for its five owned 
and operated video stations Aug. 1.| 
Changes in the basic hourly net- 
work evening rates are: WJZA-TV, 
New York, from $3,100 to $4,000 


500 Grocers’ Opinions of Coupons 
Reported in Selling Research Study 


New York, June 12—A survey 
to determine the sales effective- 
ness and expense of handling cou- 
pons at the retail grocer level, 


proving the system of handling 
coupons or for improving their 
sales effectiveness, replies from 
344 independent dealers showed 


: wef conducted during April by Selling 168 with no suggestions; 46 sug- 

gg yg A — par ~ mBee Research Inc., reveals that 644% gested that manufacturers have 

Hand, Rand Join Gilbert WENR-TV, Chicago, from $1,650] 0f stores studied receive a han- a man pick up all coupons fre- 
R. Jefferson Hand, formerly with to $2,000; WXYZ-TV, Detroit,| dling charge from manufacturers quently; 28 said newspaper cou- 


Colonial Television Co., and Lester 
Rand, previously with Bert Nevins 
Inc., have joined Eugene Gilbert 


Rg gg FE —-  - —— from $600 to $850. | The study was made in about reductions instead of coupon pro- OVE R 
and. publicity yen saeee | 500 grocery stores, both chain and motions; 16 were in favor of dis- 
tively. . : P&G Plans Expansion | independent, in 22 cities in five continuing coupons altogether; 11 


Shifts Allen A. Raymond Jr. 


Allen A. Raymond Jr., former- 
ly in the promotion department of 


from $1,100 to $1,350; KECA-TV, 
Los Angeles, from $1,650 to $2,- 
000; KGO-TV, Sar, Francisco, | 


In an expansion move, Procter | 
& Gamble Co. will erect a plant 
for manufacturing and packing 
granulated household washing 
products at Sacramento, Cal. P&G 


of 1¢ per coupon; 13% receive 2¢ 
per coupon; and 22.6% receive l¢ 
and 2¢. 


geographical areas. 

Asked whether the amounts they 
are receiving are satisfactory, 
57.1% of the respondents answered 


pons are difficult to bandle; 24 
suggested manufacturers use di- 
rect mail; 17 recommended price 


suggested a central office for all 
coupons; 7 wanted early time lim- 
its on redemptions; 6 suggested 
placing the coupon on the package 


200,000 


That is the present circulatic 


Macfadden Publications’ True has also bought the land and| Yes, and 42.9% answered no itself. -2M 
Story Women’s Group, has been buildings of Werk Soap Co., Cin-| Of those who answered no, the Other suggestions, none of of The Wall Street Journal . . 
transferred to the organization’s cinnati (near the P&G Ivorydale| average requested handling charge which was made by more than over 200,000 executive su 
eastern sales staff. plant), for warehouse purposes. was 2.45¢ per coupon. three dealers, included: increase scribers from coast-to-coast who 
Among independent retailers, radio and TV advertising; more do more than read the national 
| 76.8% redeem coupons by turning house-to-house canvassing; cash business daily. They act on what 


them into manufacturers’ sales- 


} men; 8.5% mail coupons to manu- 


rather than discounts for coupons; 
and more advertising support 


J 


they read in The Journal! 


Why? 


un facturers; and 14.7% use both 
years of methoas. @ Of the 151 chain store dealers The Wall Street Journal has the 
offering suggestions, 100 had no world’s largest business news 
e Asked to state their preference, suggestions; 13 recommended gathering staff: 20 fully staffed 


WARWICK 
type service 
---only one 
correction” 


88.2% of respondents said they 
preferred to turn coupons over 
to manufacturers’ salesmen, and 
11.8% preferred to mail them to 
manufacturers. 

Of the 318 independent dealers 
who answered the question as to 
whether they thought coupon pro- 


mailing coupons to homes of pros- 
pects; four urged standardization 
of coupon size. The remainder of 
the suggestions included: make 
the expiration date 30 days; don’t 
epeat too frequently; use more 
point of purchase display mate- 
rial; and have round figures such 


news bureaus in key cities here 
and abroad. The Journal has 
the largest private wire system 
maintained by any individual 
newspaper or magazine. It also 
has the services of all the great 
press associations ... AP, UP, 
INS and Reuters. 


motions were worth while in! as 5¢, 10¢, etc. Businessmen need a publica- 
“Warwick —e dh: P stimulating store traffic, 240' The areas covered in the sur- tion that is authoritative, relia- 
arwick typography is indeed fine and has remained | (75.5%) answered yes, and 78) yey were four cities in New Eng- ble and comprehensive. That is 


uniformly so for years; I wis 


again to comment on the 


astonishing speed of your service. We actually get faster 
service from Warwick in Saint Louis than we can get 


from our own local houses. 


And furthermore, errors 


common to printing are held to a minimum. In the years 
we have used Warwick service, we have had to call for 


(24.5%) said no. Among 142 chain 
store dealers answering the same 
question the replies were 133 
(94.3%) in the affirmative and 
nine (5.7%) in the negative. Of 


land; six cities in the middle At- 
lantic states; six cities in the east 
north central area; one in the 
west north central region; and five 


|in the south west central group. 


why business has turned more 
and more to The Wall Street 
Journal. Each day The Wall 
Street Journal news organiza- 
tion originates and presents the 


only one correction!” the over-all total of 460 dealers Selling Research, in business bulk of business news across the 
J. W. DURY, Vice-President & Produation Manager answering this question, 373) since 1945, numbers among its | country. 
Noble-Dury & Associates, Inc., Nashville, Tennessee (81.1%) said yes, and 87 (18.9%) | clients: Lever Bros. Standard Today, more than ever before 


replied no. 


| Brands, B. T. Babbitt, Armour & 


IF YOU ADVERTISE TO BUSI- 


ee ee 


a 
Ps ; 
» f ¢ 
as 


Warwick serves advertising agencies, print- 
ers, artists and manufacturers in 24 states 


Those who answered yes to the| Co, Vick Chemical and Union NESS, THE WALL STREET 


ond Mexico. If you hove a typographical question on whether coupon pro- Pharmaceutical. JOURNAL SHOULD HEAD 
problem mail it to us for fast, efficient motions are worth while were) YOUR LIsT. 
help. Send for new type specimen book. asked whether they found that Basford Promotes Snape 


such promotions led to additional 
sales of higher-profit merchandise. 
Replies of 228 independent dealers 


THE WALL STREET 
JOURNAL 


J. C. Snape, an account execu- 
| tive with G. M. Basford Co., New 
York, has been elected a vice- 


WARWICK TYPOGRAPHERS, INC. 


qtPOSR ae 


*e, : resulted in 199 (86.3%) affirma-| : 
e ; | president of the agency. 
: eee tive answers and 29 (13.7%) published at: 
‘ - ei negative replies. Among chain | Lane-Bender Inc. Moves NEW YORK CHICAGO 
920 Washington Avenue + St. Louis, Mo. store dealers, the results were 120 I | 44 Broad St. 12 E. Grand Ave. 
. . ; , a zane-Bender Inc., formerly 
... overnight by rail and air from nearly all U. S. (93%) affirmative and 9 (7%)|,ane-Pallas Inc.. has moved to DALLAS SAN FRANCISCO 
negative. : larger quarters at 50 West 53rd 911 Young St. 415 Bush S. 
Asked for suggestions for im-|St., New York. 
é ees * A 2h : su Ms - Bes: ; > 
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Majority of Squirt Co.'s Franchise Holders 
Tie in with National Drive in Newspapers 


Los ANGELES, June 12—More 
than 100 Squirt Co. franchise hold- 
ers, representing 35% of total 
franchise holders and 90% of 
Squirt volume, are tying in with 
the company’s national advertis- 
ing program (AA, April 30) in 
their local areas, reports William 
Jay, vice-president and sales man- 
ager. 

Newspapers are the primary 
medium used locally, with radio 
and television considered supple- 
mentary. The majority of the lo- 
cal bottlers are following a unique 
schedule worked out by Reg Low- 
ander, 
sure a 


continuity of advertising 


and timing to support the com- paign. Basically, they are identical 


pany’s regular and Look 


schedules. 


Life 


@ Three types of local schedules 
are suggested—-‘saturation,” “in- 
tensive” and “basic.” Ads are co- 


ARTISTS’ GUILD 


advertising manager, to in-| 


op, and the specific schedule em- 
ployed by a local bottler is de- 
pendent upon local rates and the 
amount of money available to the 
bottler. 

A typical saturation campaign | 
totals 5,004 lines, spread over 25 
insertions, May 22 through Sept. 
13. The 25 insertions break down | 
to one of 1,000 lines (opening | 
shot); five of 420 lines; 15 of 112] 
lines and four of 56 lines. Seven- | 
teen insertions are included in the 
intensive campaign, which runs 
3,492 lines. A basic campaign to- 
tals 2,512 lines in 10 insertions. 

The same four ads are repeated 
throughout the newspaper cam- 


with the national magazine ads. All 
carry the headline theme: “If 
sweet soft drinks leave you raed 


... then switch to Squirt—never an 
after-thirst.” The company and its 
agency believe it is the most com- 
petitive theme yet to be used by} 
a soft drink advertiser. 

| 
s The theme is based on a survey, | 
made several years ago, which 
showed that 89% of those who} 
tried Squirt liked it. Recognizing | 
that Squirt is not well known na- 
tionally, the objective of the bold 
headline and competitive theme is 
to jolt readers into trying the 
irink. The market Squirt is shoot- 
ing at is by far its largest potential 
—more than 75% of all soft drinks 
sold are sweet. 

The fact Squirt is not well 
known is the reason that news- 
papers and magazines are the pri- 
mary media. It is felt the printed 
page is best suited to selling a 
product idea through visual means. 
For this reason, radio is supple- 
mentary and used only for remind- 
er copy. It is admitted television 
would be effective on this basis, 
but cost is a deterring factor. At 
least three markets—Detroit, Pitts- 
burgh and Los Angeles—will see 
the company’s ads on television in 
the form of 60-second, 20-secend 
and 10-second films. 


e Two regional groups will co- 
operate on the campaign. On the 
West Coast, 53 bottlers have com- 
bined for a schedule in This Week 
Magazine. Nineteen Iowa bottlers 
will cooperate in a schedule in the | 
Des Moines Register. 

The company’s national maga- | 
zine campaign in Life and Look is 
the first national advertising since | 
1946. It consists of two full and} 
two half-pages in Life, and one} 
full and five half-pages in Look. | 
The campaign is paid for by a per- | 
case assessment from bottlers, at | 
the rate of $1.05 per gallon of 
Squirt base. The assessments are 
held in a special advertising trus™ 
fund to be used for national! ad- 


vertising only. 


The trust fund was inaugurated | 
this year. Handled as it is, the 
fund is not considered as income to 
the Squirt Co. Although the idea} 
has been considered logical for 
several years, the step has not} 
been possible because of the 


If sweet soft drinks leave you thirsty... 


en Switch to Squirt 
NEVER AN 
AFTER-THIRST 


Fresh, clean taste qg you drink Squirt... 
fresh, clean taste figs you drink Squirt... 
never an after-thirst! 
BOTTLER'S NAME 
AND ADDRESS 


©1991 Mee Sewers Come 


SWITCH THEME—Ninety per cent of 

Squirt Co.'s volume is sold by franchise 

holders now using copy like this, the 
company reports. 


More Than Fifty 
Food Processors 
Join in Tea Drive 


New York, June 12—More than 
50 food products and food asso- 
ciations will cooperate with the 
Tea Council in promoting iced 
tea through tie-in advertising dur- 
ing the council’s national iced tea 
drive in the week from July 13 
to 20 


Special food features stressing 


economy, and showing housewives | 


how to cut food costs through 
planned menus and recipes, have 
been prepared and will be offered 
to about 5,000 outlets in maga- 
zines, newspapers, business papers 
and home economists. 

Iced tea will be featured in the 
Tea Council’s national advertising 
in Life, Look, The Saturday Eve- 
ning Post, and 34 newspaper sup- 
plements. Leo Burnett Co., Chi- 
cago, is the agency. 


@ Radio and television programs 
will carry mentions of “national 
iced tea time” during the week of 
July 13 to 20. “Meet Me in St. 
Louis” has been adapted as a 
theme song for the occasion, be- 
cause it was in that city that iced 
tea is reputed to have been “dis- 
covered” in 1904. 


Among the products and asso-— 


ciations that will tie in with iced 
tea are Sunkist lemons, Ice In- 
dustries of America, Campbell's 
soups, Dole Hawaiian pineapple, 
A-1 sauce and mustard, Pillsbury 
flour, Lipton’s Frostee dessert 
mix, National Fisheries Institute, 
Nationa: Donut Assn., McCormick 
spices, Kraft’s cheese, National 
airy Assn., Wheat Flour Insti- 
tute, Macaroni Institute, Ameri- 
can Meat Institute, Knox gelatin, 
Rice Millers’ Assn., Armour’s 
meats, Birds-eye Snider frozen 
foods, Sunshine biscuits, Borden’s 
dairy products, White Rose foods, 


Wesson Oil, Crisco, Hellman’s 
mayonnaise, H. J. Heinz Co., 
Kellogg Co. products, Hormel 


products, Marshmallow Assn., 
Maraschino Cherry Institute, and 


| others. 


Trade Publishers Elect 

Paul J. Henderson of Consoli- 
dated Press, Toronto, has been 
elected president of the Business 


DiSalle Promises 
Salesmen Relief 
from ‘Hardships’ 


WasHINcTON, June 13—The Of- 
fice of Price Stabilization will 
take remedial action if OPS ceil- 
ing price regulations create “real 
hardship” to traveling salesmen. 

In a letter to Andrew P. Feder- 
line, Washington counsel to the 
Bureau of Salesmen’s National 
Assns., which represents 20,000 
salesmen in the apparel and shoe 
fields, OPS Chief Michael DiSalle 
said that “if there is evidence that 
the regulations which we have is- 
sued are creating a real hardship 
to traveling salesmen, we shall be 
glad to consider whatever steps 
may be required to remedy the 
situation.” 

The bureau had criticized OPS 
regulations for allowing higher 
materials and wage costs in com- 
puting adjustments to ceiling 
prices, but without making pro- 
vision for salesmen’s commissions 
—a step which it held was tanta- 
mount to reducing commissions. 


es Mr. DiSalle said that the OPS 
decided to omit reference to sales- 


men’s commissions from its form- | 


ulas because “it would be impos- 
sible to operate any effective sys- 
tem of price control if every 
change in costs was automatically 
and immediately translated into 
an equivalent change in prices.” 

In addition to salesmen’s com- 
missions, increases in transporta- 
tion costs, general administrative 
or overhead costs, expenditures for 
research or increases in wages 
which occurred after March 15, 
1951, were omitted from the form- 
ulas. 

In his letter, Mr. DiSalle said 
that such costs were not written 
into the formulas because of “the 
extreme difficulty of calculating 
accurately changes in general ov- 
erhead, administrative and sales 
expenses. .. 

“It did not seem appropriate for 
us to allow for the increase in 
salesmen'’s commissions resulting 
from higher prices without simul- 
taneously making adjustments for 
possible reductions in other over- 
head costs resulting from larger 
volume... 

“I should like to emphasize that 
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these regulations are all interim in 
character,” Mr. DiSalle continued. 
“They are intended to iron out in- 
equities and distortions caused by 
the general freeze, but not to serve 
as the basis for continuing control. 

“As definitive regulations are is- 
sued, tailored to the needs of spe- 
cific industries, we propose to give 
due weight to all relevant factors. 
In particular, we will have to take 
account of changes in all legiti- 
mate elements of cost in relation to 
the price levels we propose to es- 
tablish, in order to insure that 
such prices conform with the gen- 
eral standards established in the 


Act and with the broad directives 
of the Economic Stabilization 
Agency.” 


‘Ine salesmen's bureau is main- 
tained jointly by the National Assn. 
of Men’s Apparel Clubs, the Na- 
tional Shoe Travelers’ Assn., and 
the National Assn. of Women’s & 
Children’s Apparel Salesmen. 


Farm Publishers Elect 

| R. C. Brown of Country Guide, 
| Winnipeg, has been elected presi- 
| dent of the Agricultural Press 
Assn. of Canada. Other officers 
elected are: P. H. Butler, The 
Maritime Farmer, St. John, N. B., 
and Tom McGoey, Le Bulletin des 
Agriculteurs, Montreal, vice-pres- 
idents, and D. V. McLeod, Farmer's 
| Magazine, secretary. 


| Three Sponsor KTTV Show 


| 
| R. L. Chacon Chemical Co., 
Bradson Co., garden sprayer man- 
|ufacturer, and Downey Fertilizer 
Co. will sponsor the Sunday “Gar- 
den Chats with Joe Littlefield,” 
2:45-3 p.m., PDT, over Station 
|KTTV, Los Angeles. The Jordan 
| Co. is the agency. 


Rayburn Named Lloyd V.P. 

William S. Rayburn has been 
elected a vice-president of Lloyd, 
Chester & Dillingham, New York. 
He joined the agency in 1949, hav- 
ing previously been copy super- 
| visor at Kenyon & Eckhardt. 
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p ~ CUT YOUR ODDS DOWN 
AND PLAY SAFE...OFTENER 
Your ads typeskilled by Walk give you this assurance. 
and most for your money. *‘New Markets” prove 
this point — request a copy on your letterhead— it’s free! 
JAY P. WALK, 11 E. Hubberd Street, Chicago 11, Hil. 


America’s Leaders Recognize 
as a Selling Force 


HEIN N Binders 


squeeze the 5¢ bottle price (which| Newspapers Assn. of Canada. Also 
>vaile til recently) had put) elected were: A. H. Boyd, Wrigley 
a a — ¥) P Publications, Toronto; J. J. Wal- 


on bottler margins. 

During this time, the company 
has been among the leaders in urg- 
ing bottlers to raise the nickel 
price to reflect increased costs. 
Squirt has been identified promin- 
ently in the movement for 7%¢ 
intermediate coinage. 

Harrington-Richards Division, 
Fletcher D. Richards Inc., Los 
Angeles, is the Squirt agency. 


Geare-Marston to Move 

Geare-Marston Inc., advertis- 
ing and public relations agency, 
has purchased a four-story brick 
building at 22nd and Locust Sts., 
Philadelphia, where it will move 
its executive and administrative 
offices. 


gt Chicago. > 


7 ie 
ia Be 
toengraviet 


| lace, Holliday Publications, Mont- 
| real, and J. A. Daly, Hugh C. Mac- 
Lean Publications, Toronto, vice- 


presidents; and W. T. Williams, 
Westman Publications, Toronto, 
secretary. | 


Candymasters Signs TV Show 

Candymasters Inc. is sponsoring 
the last half of the new Sunday 
“Jimmy's Lawn Party” on Station 


KSTP-TV, Minneapolis, 12:30-1 | 


p.m., CDT. 


Kerby Joins ‘American Home’ 

Philip Kerby, formerly with N. 
W. Ayer & Son and Geyer, Newell 
& Ganger, has been appointed di- 
rector of sales promotion of Amer- 
ican Home. 


Any of these industrial leaders would tell you that Heinn quality 
means high quality . . . obvious in better appearance, operating 
ease and long, economical service. No matter what your special 
needs in sales-producing loose-leaf catalogs or brochures, Heinn’s 
exclusive features can give you better value than you ever re- 
ceived before. Write now—no obligation. 


THE HEINN COMPANY 
320 WEST FLORIDA STREET 
*:MILWAUKEE 4, WISCONSIN 
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Canadian Officials 
Modify Proposed 
Postal Rate Boost 


Toronto, June 14—The Ca- 
nadian government has modified 
its proposed increases in postal 
rates on newspapers (AA, June 
4) following attacks in the House 
of Commons and protests from 
publications across the Dominion. 

The original proposal jumped 
the charges on publications with 
50% advertising from 1%¢ to 
4¢ per pound. Under the new rates 
announced June 11, a daily paper 
with a circulation of 10,000 or 
more will pay 2%¢ instead of 
1%¢ on the non-advertising por- 
tion of the paper and 4¢ on the 
advertising portion. Assuming a 
50% advertising content, the 
charge will be 3%¢ a pound on 
the paper as a whole. 


® This reduction of 3%4¢ a pound 
from the original proposal has 
narrowed the margin between ‘the 
daily newspaper and the weekly 
newspaper classed as a magazine. 
This discrimination was hotly ar- 
gued against by the dailies. 

At least one of the larger weekly 
newspapers is being classed at 
present as a magazine and pays 
no sales tax on newsprint. It was 
pointed out to the government 
that the new rates made a fur- 


ther discrimination against the 
daily newspaper. 
The Postmaster General ex- 


plained that in setting the rates 
the government was working on 
the basis that $2,000,000 additional 
revenue must be secured. The Post 
Office handled about 158,000 


pounds of second class mail, of 
which approximately 70,000 
pounds was accounted for by 


daiiy and weekly newspapers. On 
this basis the newspapers should 
contribute $1,000,000 of the in- 
crease. 


e@ The modified increases bring 
back the feature of the old rates 
which took into account the 
amount of advertising content. 
Under the old system, if newspa- 
pers carried more than 50% ad- 
vertising they paid a 4¢ rate on 
the advertising content. 


AFA LEADERS—Officers and directors of the Advertising Fed- 


eration pose together during one of the 


Standing (usuo!l order) are: Elon G. Borton, AFA president; A. 
8. Penny, Humble Oil & Refining, a new vice-president; Phil 
Everest, National Assn. of Transportation Advertising; Franklyn 
Libby-Owens-Ford, new vice-president; 
Orlando, Fle., governor, 4th District; Allan T. Preyer, Morse In- 
Burr L. Robbins, General Outdoor Advertising Co.; 
Ira E. DeJernett, Ira E. DeJernett 
Advertising Agency, Dallas; Dick Scheidker, 
Hornbein, Famous-Borr Co.; James J. D. Spillan, Benjamin Eshle- 


Howkins, 


ternational; 
Eugene S. Thomas, WOR-TV; 


mon Co., 
convention sessions. 


Anne McKnight, 
A. P. Phillips, 


Ben Donaldson, 
Broadcasting Co.; 


Four A's; Leonard 


Philadelphia; John E. Canfield, Milwovkee, newly 
elected president, Public Utilities Advertising Assn.; and Robert 
Anderson, Norton Co., 
Charles W. Hoyt Co.; Wesley |. Nunn, Standard Oil Co. (ind.) 
Providence, governor, New England District; 
Helen C. Corathers, 
Patterson, reelected chairman; Oveta Culp Hobby, Houston Post; 
Ford Motor Co.; 
William Hewson, 
Fairfax M. Cone, Foote, Cone & Beding; and J. L. Turner, Ad- 
vertising Specialty Notional Assn 


Worcester, Mass. Seated: Ruth Kinyon, 


Julius Matthews Special Agency; Graham 


Grace Johnsen, Americon 
Brooklyn Union Gos Co.; 


Conservative Opposition Leader 
Hon. George Drew tried unsuc- 
cessfully to find out the extent 
to which American publications | 
which followed the practice of 
mailing in Canada were contrib- 
uting to the deficits, but Post-| 
master General Rinfret admitted | 
that no attempt had been made to 
compute this loss. He admitted, 
however, that it cost much less 
for American publishers to mail| 
to Canada than to ship in bulk. 

Mr. Drew considered this dis-| 
criminatory against Canadian) 
newspapers. He suggested that the | 
government would have been bet 
ter advised to let newspaper rates | 
alone and put a high postal rate| 
on crime comics, sex magazines 
and similar second class matter. 
Named to University PR Post 

Prof. Samuel B. Gould, on the 
faculty of the Boston University | 
school of public relations and com- 


Tax Bite Shouldn't Affect Business Plans, 
According to Sterling Drug’s James Hill 


Rye, N. Y., June 14—James Hill 
Jr., chairman and president of 
Sterling Drug Inc., believes indus- 
try should avoid “23¢ dollar think- 
ing” and conduct business opera- 


tions “without reference to the 
| tax bite.” 
Mr. Hill expressed his views 


while speaking at the fifth annual 
combined meeting of Sterling’s 
standing committees here this 
week. More than 100 executives 
from the U. S., Canada and Latin 
America attended the sessions. 
“Business is far more interested 
in continuity of operations end of 
profits than in a single year's re- 
turn,” Mr. Hill said. “The fact that 
| the top bracket of corporate in- 
come and excess profits taxes are 


today 77%, and tomorrow may be | ter” 


over 80%, 


| 
| 


the year. The occasion is climaxed 
by a policy speech from top man- 
agement. 


STERLING TO TRY TV 


New York, June 14—Sterling 
Drug Inc., which has been a great 
deal more restrained in its atti- 
tude toward television than some 
other major advertisers, now is be- 
ginning to step up the tempo of the 
transition period. 

Currently in the midst of a re- 
evaluation of radio properties, the 
manufacturer in future months 
can be expected to devote an in- 
creasing amount of attention to 
TV. Twe of the company’s ten net- 
work  broadcasts—‘‘Backstage 
Wife” (NBC) and “Mystery Thea- 
(CBS)—have been dropped 


should in no way be| from Sterling's lineup. Several oth- 


munications, has been named to| permitted to influence operational | €T Sterling shows are in the jitters 


the new post of assistant to the 
president in charge of public re- 
lations. 


National Nielsen-Ratings of Top Radio Shows 
Week of May 6-12, 1951 
All figures copyright by A. C. Nielsen Co. 


yee HOMES HOMES 
PROGRAMS (000) (%) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,598) (6.2) 
1 Lux Radio Theater (CBS) .. sees 6,327 15.1 
2 Charlie McCarthy Show (CBS, Coca-Cola) . 5.615 134 
3 Jack Benny Show (CBS, Lucky Serte) eee 5,531 13.2) 
a Walter Winchell (ABC, Richard Hudnut) 4,861 116 
5 Amos 'n’ Andy (CBS, Rexall) ....... 4,735 11.3 
6 Godfrey's Talent Scouts (CBS, Lever- Lipton) 4.693 112 
7 Red Skelton (CBS, P&G) 4,526 10.8 
8 My Friend Irma (CBS, Lever- Pepsodent ) 4,526 10.8 
9 Dragnet (NBC. Liggett & Myers) oe 3.939 94 
10 You Bet Your Life (NBC, Desoto- Plymouth) |... 3,813 91 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,467) (3.5) 
1 Beulah (CBS, P&G) 2.724 6.5 
2 One Man's Family (NBC, Miles Laboratories) ° 2,682 64 
3 Tide Show (CBS, P&G) .............4.. 2.263 5.4 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,928) (4.6) | 
1 Romance of Helen Trent (CBS, Whitehall) 3.729 8.9 
2 Our Gal, Sunday (CBS, Whitehall) .... ° 3,562 8.5) 
3 Arthur Godfrey (CBS. Liggett & Myer : 3.268 7.8 
4 Wendy Warren and the News — "Gerri Foods) 3,227 7.7 
5 Pepper Young's ee (NBC, 3,101 7.4 
6 Big Sister (CBS. P& 3.101 74 
7 Backstage Wife (nee. ’ pay 3.059 7.3 
8 Right to Happiness (NBC, P&G) 3.059 7.3 
9 Ma Perkins (CBS, P&G) 3.017 72 
10 Aunt Jenny (CBS, Lever Bros.) 2.933 7.0 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) ( 964) (2.3) 
1 True Detective Mysteries (MBS, Williamson) 2.514 6.0 
2 Falcon (NBC. Kraft) 2.472 5.9 
3 Martin Kane, Private Eye (MBS, U. S. Tobacco) 2,263 5.4 
1 Armstrong Theater (CBS) 2.053 49 
2 Somerset Maugham Theater (CBS, Bymart) 1,969 47 
3 Let's Pretend (CBS, Cream of Wheat) . 1,760 42 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,131) (2.7) 


Trendex Network TV Ratings 


June 1-7, 1951 


Texaco Star Theater ( 


Godfrey & me am (Chesterfield, Toni, 


Pillsbury, C a | 
Your Hit L, ‘Weck Strike, nec) 33 
What's My Line (Stoppette, 30.5 


Martin Kane (U. S. Tobacco, NBC) ._- 


| predict when, 


| tive continued: 


}ing most 


decisions of business. 


s “To spend money needlessly and | 


therefore wastefully, because only 
23¢, or 20¢, is left for net earnings 
out of the top operating profits 


| 


dollar, is to develop habits of busi- | 


ness conduct which will assuredly 
hurt business over the long run. 
“Likewise to avoid spending for 
research, production, merchandis- 
ing and advertising because a bus- 


iness will realize only 23¢ out of! 
|@ Both of Sterling's network tele- 


every dollar of operating profit 
will also adversely affect the abili- 
ty of that business to live in an at- 
mosphere of free competition.” 
Pointing out that he could not 
if ever, “normal 
years” will return, the drug execu- 
“But we have a 


| right to expect that the considera- 


tions which affected managerial 
judgment before the war and dur- 
of the postwar period 
will one day again be with us. 


ew “It will be difficult at that time 
to correct bad business habits 
which the high corporate taxes of 
today and of the immediate future 
may have developed. We at Ster- 
ling will not spend simply because 
Uncle Sam picks up 77% of the 
check; likewise, we will not avoid 
spending for constructive purposes 
simply because only 23¢ of the 
profit remains for our stockhold- 
ers.” 

Planned originally to help the 
executives of the various Sterling 
operations to know each other and 
the company better, the annual 


meeting of standing committees 
g now serves as a sounding board 
for new ideas and suggestions from 
groups that have been working on 
the projects separately throughout 


| (DuMont), 


column, but for the moment at 
least, they are marked as hiatus, 
not cancelation. 

Meanwhile, Sterling is well 
pleased with the results of its spot 
radio drive for Bayer aspirin and 
Phillips milk of magnesia. An- 
nouncements for these two prod- 
ucts have been saturating the 
country’s airwaves for some time 
This schedule is due for a further 
increase. 


casts—its first, “Okay, Mother” 
and “Sing It Again,” 
co-sponsored with Carter Products 
as a simulcast on CBS-—are being 
dropped. A hiatus has been taken 
on the latter time, with “Songs 
for Sale,” already agreed upon by 
Carter Products, expected to be 
the fall replacement for the give- 
away. 

“Mystery Theater” will be pre- 
sented on video starting in late 
August or early September. The 
network has not yet been decided 
upon. Other TV shows are under 
consideration. 

Sterling last year grossed a rec- 
ord $138,000,000 on all its com- 
panies and spent approximately 
$24,000,000 fur worldwide adver- 
tising and promotion. This figure 
covers all types of advertising, in- 
cluding direct mail, sampling, 
point of sale, etc. The 1951 budget 
for advertising may be slightly 
higher. Dancer-Fitzgerald-Sample 
is the agency. 


Char-Lynn Names Estey S. M. 
F. Clifford Estey, formerly mer- 
chandising director of Economy 
Gas Furnace Mfg. Co., Chicago, has 
been named sales manager of 
Char-Lynn Co., Minneapolis farm 
equipment manufacturer. 


Tricolator Sales 
Zoom; National 
Drive Readied 


New York, June 14—The reor- 
ganized Tricolator Co. is planning 
a $75,000 advertising appropria- 
tion, with first national ads on its 
coffee brewers to appear in Sep- 
tember 

This was indicated here yester- 
day by Clancy A. Isaac, president, 
in a speech before an American 
Marketing Assn. group. He said 
the company’s current sales were 
at the $500,000 mark and that 15% 
of sales will be plowed back into 
advertising. 

Half of the 15% will go to re- 
gional sales offices to use for any 
kind of advertising they decide on. 
The other half will go into nation- 
al advertising, through Lewin, Wil- 
liams & Saylor. 

Mr. Isaac was reluctant to go in- 
to detail about his ad plans, saying 
they will be announced fully at the 
Tricolator sales meeting scheduled 
for July 9 in Atlantic City, at the 
time of the National Housewares 
Show. 


@ Mr. Isaac told the AMA gr 
about the problems his com, 
faced in boosting sales from $1 
000 annually to the current $5 
000 figure since 1948. 

In order to expand the Trico 
tor market, he said, “we told 
men that for six months we w 
prepared to give our shirts awa 

“If a large retail outlet wor 
give us an initial order,” he c 
tinued, “we could give them h 
the order for advertising. We b 
geted ourselves for a six-mo 
advertising program on this ba 
In other words—if we received 
$5,000 order we would give 
store $2,500 for advertising. T 
of course, was unheard of. We 
rived at this thinking after cal 
lated study. 


s “We couldn't advertise nation 
ly due to lack of distribution. If 
store bought our deal, the m 
chandise would be there to su 
port the advertising campaign 
would be cheaper for us to adv 
tise by this method and utilize t 
stores’ preferred local retail rate 
than advertise in a local paper at 
the national rate. 

“Our first success,” he recalled, 
“was in Chicago. Marshall Field's 
picked up our program and ‘shot 
the works.’ Their ads were mag- 
nificent and their sales soared. 
Jobbers in the Chicago area noticed 
this program and, on the strength 
of local demand created by these 
ads, bought our line in quantity. 
We were in. 


e@ “On the strength of acceptance 
on the part of the largest midwest- 
ern jobbers, we told our story to 
jobbers in the East and Far West. 
The other jobbers fell into line on 
a follow the leader approach. 

“Our immediate goal was 
achieved. We increased our dis- 
tribution from 16 major depart- 
ment stores to. 154 within six 
months. We had 43 jobbers where, 
prior to our program, we had none. 
Our sales jumped from a level of 
$100,000 per year to $500,000 per 
year within a _ period of six 
months.” 


Adclub Picks Miss Kroner 


Last week, AA’s “Photographic 
Review” included a picture of St. 
Louis beauties who were candi- 
dates for the title of Miss St. Louis 
Advertising. For the curious, it 
was Bonnie Kroner (third from 
left, front row) whom the St. Lou- 
is Junior Advertising Club picked 
as the winner. Miss Kroner is 
with Oakleigh R. French & As- 
sociates. 
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Pea 


AFA Condemns Proposal for Ad Tax; 
Borton Reports Membership at Peak 


(Continued from Page 1) 
in this area. 

Gen. Howley discussed world 
affairs and urged a bold course 
based on rigid adherence to the 
country’s basie principles. He 
urged strengthening of the armed 
forces wherever necessary, and no 
compromise with Russia or its 
satellites. 

Speaking at the Monday lunch- 
eon, Secretary of Commerce 
Charles Sawyer insisted that the 
best and most sensible way to beat 
inflation is to increase production. 


e In connection with world af- 
fairs, he posed three questions for 
advertising people: 

“What can advertising do to 
conquer, with facts, the fantastic 


propaganda of Communism in 
other countries’ 
“What can advertising do to 


show people in other lands how 
real American help on a business 
basis—rather than Communist 
promises—will satisfy their hunger 
for economic improvement? 

“How can advertising convince 
other nations that when we lend 
em money or furnish them with 
apital equipment to develop their 
wn economies, we are not inter- 
sted in taking over their land or 
bverting their government, their 
slitics or their traditions?” 
America’s position as the leader 
the free world presents the ad- 
rtising business with the oppor- 
nity and responsibility of selling 
merica to the rest of the world, | 
e Secretary said. “We need and) 
ant friends—friends who will 
scuss our mutual problems; 
iends who will work with us,” 
said. 


| 


Monday afternoon was given) 
er to sessions on club problems, | 
d in the evening there were a) 
if dozen specialized dinners, fol- | 
wed by a costume party at which | 
e St. Louis advertising clubs and 
. Louis brewers were hosts. 

At the Tuesday morning session, | 
ger Barton, editor, Advertising | 
ency, led off with a discussion 
consumer service advertising, | 
ging that all advertising contain | 
material which is helpful and in- | 
formative to consumers, and in-)| 
sisting that such advertising wilt | 
do much to allay criticism of ad- 
vertising, and is especially useful | 
in times like the present, when | 
goods may be in short supply 


| the 


| people, 


in measuring the cost, the risk and 
the yield on advertising commit- 
ments.” He also insisted that all 
of the conversation about whether 
advertising is deductible as a cost 
of doing business is nonsense. 

“We do not know of a single in- 
stance in which there has been a 
denial of tax deduction for adver- 
tising when a company was trying 
to sell,” he said, even though the 
company may have nothing to sell 
at the moment, and is advertising 
only in the hope of insuring sales 
at some time in the future. 


@ Inflation has already moved 
forward on a broad front, said 
Paul H. Nystrom, president, 
Limited Price Variety Stores Assn., 


of economic salvation” is to stop 
its further progress. He presented 
an eight-point program, the first 
and most important point of 
which, he said, is an increase in 
productivity “that will overtake 
and balance the present over-sup- 


| ply of nominal money.” 


At the luncheon Tuesday, Fair- 
fax M. Cone, of Foote, Cone & 
Belding, delivered the epic poem 
on the miracle of America and the 
need for faith and integrity which 
he first presented to the American 
Assn. of Advertising Agencies at 
its annual meeting (AA, April 23), 


}and made a strong plea for in- 


dividual faith and idealism, and 
fulfillment of individual re- 
sponsibilities, in both the individ- 
ual and the community realms. 


@ “You get more for your money 
because of advertising” will be the 
theme of this year’s AFA campaign 
to advertise advertising, 
Smith of Duane Jones Co., New 
York, chairman of the advertising 
committee, told the business ses- 
sion Tuesday afternoon. 


This year, he reportec, more 


than 900 radio stations ordered the | 
| AFA recordings, and 600 news-| 
| papers ordered more than 7,000} ler, Curtis Publishing Co.; Allan 
mats which the committee pre-|T. Preyer, 


| who insisted that “our only hope} 


OPENING LUNCHEON—AFA leaders occupying the head tables 
at the opening luncheon session of the Advertising Federation 
of America are (top row) George M. Burbach, manager, KSD-TV; 
Geraldine Lamm, Raleigh, N. C., winner of the high school 
essay contest; J. F. Oberwinder, president, D’Arcy Advertising 
Co.; Graham Patterson, reelected AFA chairman, and publisher 
of Farm Journal and Pathfinder; Charles M. Sowyer, Secretary 
of Commerce; Lansing Ray, publisher, St. Louis Globe-Democrat; 


Mills. 


Jeanne Dunaway, president, St. Lovis Women’s Adclub; Elzey 
Roberts Jr., assistont publisher, St. Lovis Star-Times. Foreground: 
Elon G. Borton, president, AFA; Clyde Miller, Department of 
Commerce; Brig. Gen. Frank Howley, Aitkin-Kynett Co., Philadel- 
phia; Eugene Thomos, WOR-TV, New York; Bob Stolz, ad man- 
ager, Brown Shoe Co., St. Louis; Arthur C. Fatt, Grey Advertising 
Agency, New York; 


and Sam Gole, vice-president, General 


OLD TIMERS—At the dinner meeting of the Quarter Century in 
Advertising Club during the AFA convention are (seated): Viola 
Schlacks, ad manager, Philadelphia & Reading Coal & Iron Co., 
Philadelphia; Hildegarde K. Michie, Al Fresco Advertising Co., 
St. Louis; Jean Rindlauvb, BBDO, Adwoman of the Year; Forbes 
McKay, vice-president and ad director, Farm & Ranch, Nashville; 


Ralph | 


council on women’s advertising 
clubs. By virtue of their elections, 
these four automatically become 
vice-presidents of AFA. 

| Reelected as directors for two- 
year terms were Mrs. Oveta Culp 
| Hobby, Houston Post; Arthur Koh- 


Morse _ International, 


pared. In addition, National Assn.| New York; Eugene S. Thomas, 
of Transportation Advertising| WOR, New York; Daniel Starch, 


spent its own money to print 
75,000 car cards, and outdoor ad- 
vertising, magazines, direct mail 
and other media also cooperated. 


Daniel Starch & Staff, New York; 
and Burr L. Robbins, General Out- 
door Advertising Co., Chicago. 


The new campaign, designed to| @ New directors are J. Paul Hoag, 


meet the expressed interests of the 
as indicated in a 
made for the committee by Ever- 
ett Smith, director of research for 
viously 


reported in ADVERTISING 


Hoag & Provandie, Boston; W. B. 


study | Potter, Eastman Kodak Co., Roch- 


Grant Stone, Cleveland 


| ester; 
and William G. Werner, 


| Press; 


| Macfadden Publications, and pre-| Procter & Gamble Co., Cincinnati. 


Officers of the association were 


s Ralph W. Hardy, director of) Age, consists of two series of six| reelected. They include Graham 


National) 


government relations, 


Assn. of Radio and Television 
Broadcasters, urged advertising 
interests to adopt the direct ap- 


ads each for newspapers, running 
200 lines, as well as transportation 


Patterson, Farm Journal and Path- 
finder, chairman of the board; 


advertising, two outdoor posters, | Elon G. Borton, president and gen- 


one-minute, 25-second and 10- 


eral manager; Grace M. Johnsen, 


proach in dealing with government | second announcements, and other| American Broadcasting Co., New 


officials and legislators, and to be 
vocal in telling their story to mem- 
bers of Congress. 

There is a great deal of interest 
in and a, great deal of skepticism | 
of advertising in Congress, he re- 
ported, and advertising people are 
not as vocal in presenting their 
story as are other groups within 
the popuiation. 

“If every advertising club would 
conscientiously think in terms of 
government relations, and would 
follow through on the mechanics of 
bringing significant advertising 
projects and activities to the at- 
tention of the men and women 
who make our national policy and 
laws, we would take a great step 
forward,” he said. 


e@ Speaking for J. K. Lasser, noted 
tax authority, William J. Casey of 
Mr. Lasser’s firm told the conven- 
tion that no one should ever use 
advertising merely because as 
much as 77% of the cost may come 
from taxes, but also that “it is. 
just as foolish to ignore the tax’ 


material. 


AFA, reported that the organiza- 
tion has just presented charters to 
three additional clubs, bringing 
the number of clubs affiliated to 
101, from a low point of 52 in 
1945. The organization now speaks 
for more than 25,000 people in ad- 
vertising, he said, and there are 
more than 1,100 sustaining mem- 
bers of the AFA, the largest num- 
ber in history. There are also 12 
affiliated national advertising as- 
sociations. 

The council on men's advertis- 
ing clubs elected Robert P. Ander- 
son, assistant publicity manager, 
Norton Co., Worcester, Mass., as 
chairman. Vice-chairmen elected 
were A. B. Penny, Humble Oil Re- 
fining Co., Houston, and Franklyn 
R. Hawkins, Libbey-Owens-Ford 
Glass Co., Toledo. 

Mrs. Helen Carroll Corathers, 
Julius Matthews Special Agency, 
Philadelphia, was reelected to a 
third term as chairman of the 


|@ Elon G. Borton, president of the | 


York, secretary; and Ben R. Don- 
aldson, Ford Motor Co., Detroit, 
treasurer. 

The meeting next year will be 
held in New York. 


e@ On Wednesday morning there 
were three concurrent sessions de- 
voted to retail advertising, indus- 
trial advertising and _ television, 
which are reported elsewhere in 
this issue. 

The convention wound up Wed- 
nesday noon with a presentation of 
awards to advertising clubs for 
club achievement, and an unusual 
presentation of the work of the 
Voice of America by Thurman L. 
Barnard, executive vice-president 
of Compton Advertising, New 
York, who is on leave as Deputy 
Assistant Secretary of State for 
public affairs. 

Mr. Barnard showed a number 
of Russian and American movies 
which are being used on the prop- 
aganda front, as well as radio 
broadcasts and other material, and 
explained that the Voice is regu- 


larly broadcasting 56 hours of 
program time a week in 46 lan- 
guages, producing about 10,000,000 
posters, leaflets and pamphlets a 
month, and supplying 25,000,000 
words annually of press coverage 
to about 10,000 newspapers around 
the world. 

Social highlights of the meeting 
included the Monday night party, 
given by the St. Louis clubs and 
the local brewers, and the speaker- 
less banquet Tuesday, at which 
the entertainment was supplied by 
a magnificently staged Gridiron 
skit featuring members of the 
men’s and women’s advertising 
clubs of St. Louis. 


Richard O. Pallin Named 
A.M. of R':2em Mfg. Co. 
Richard O. Pallin, formerly di- 


May Vander Pyl, Detroit; R. C. Strawbridge, Dickie-Raymond, 
Boston; and R. E. McKinley, Ozark Poster Advertising Co., Rolla, 
Mo. Standing: Donald H. Jones, professor of journalism, Univer- 
sity of Missouri; F. Lee Johnston, Detroit; Gilbert Hodges, Wall 
Street Journal; Bill Hammond, Waco, Tex.; Earl Lt. Saunders, 
Brooks Agency, Little Rock, Ark.; Herb Stephens, Printers’ Ink. 


Risk Cheap Dollars 
to Build Customer 
Approval: Lasser 


New York, June 13—“The best 
way to protect a company against 
a sharp decline in earnings may e 
to risk cheap dollars today to buy 
customer approval,” according to 
J. K. Lasser and William J. Casey. 

Writing in a special memoran- 
dum prepared for subscribers to 
“J. K. Lasser Reports on Taxes,” 
the financial analysts contend that 
a company with a high base of ad- 
vertising outlay can “cut sharply 


/and still put up a strong sales ef- 


fort,” maintaining desirable stabil- 


| ity of earnings. The best possible 


rector of advertising and sales| 
promotion of Gray Mfg. Co., 
has been ap- 
pointed advertis- 
ing and _sé sales 


promotion man- 
ager of Rheem 
Co., New 

Before 
joining Gray, Mr. 
Pallin was ad- 
vertising direc- 
tor of Richmond 
Radiator Co., and 
before that was 
an assistant ad- 
vertising mana- 
ger of General Electric Co., in 
the air conditioning and heating 
department. 

Albert Welge, who had been 
acting advertising manager, con- 
tinues as a member of the adver- 
tising and sales promotion staff. 
Other personnel changes are: 
Ralph Towne named assistant to 
the vice-president in charge of 
sales, heading new products mar- 
keting programs; C. T. Miller ap- 
pointed assistant general sales 
manager, and Ralph Cooke replac- 
ing Mr. Miller as sales manager of 
the appliance division. 


Richard O. Pallin 


Fosdick Names Farson Agency 
Farson, Huff & Northlich, Cin- 


cushion against loss is effected “if 
promotion effort with cheap dol- 
lars is applied to carry the sales 
volume as high as possible.” 

The tendency to slash ad appro- 
priations at the first sign of a 
recession in business activity, they 
Say, is dangerous both to a com- 
pany’s existence and to the na- 
tion’s economy. 


ein their report, “Advertising 
and Taxes,” Mr. Lasser and Mr. 
Casey urge advertisers to examine 
all tax factors when measuring 
cost, risk and yield of advertising 
commitments. The effect of taxes 
may dictate such decisions as to 
whether a given number of dollars 
should be invested in non-deducti- 
ble plant expansion or in deducti- 
ble advertising. 


Don Perry Joins Sam Perry 


Donald H. Perry, formerly man- 
ager of Argosy’s “Stop to Shop” 
section, has joined Sam J. Perry 
Associates, New York, publishers’ 
representative. 


‘Garden’ Names Brookman 


Garden Magazine has appointed 
Jerome J. Brookman, New York, 


cinnati, has been named agency) publishers’ representative, as its 
' eastern sales representative. 


for Fosdick Machine Tool Co. 
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TULSA IN ST. LOUIS—Representatives of the Advertising Club of 
Tulso are pictured with some of the top figures at the AFA con- 
vention. Front row (left to right) are: Kittie Kruckeberg, Mer- 
chants Greeter; Violo Noble, Clarke's; Secretory of C 
Sawyer; Graham Patterson, publisher, Farm Journal; Jean Wade 
Rindlaub, winner af the Advertising Woman of the Yeor award 
and vice-president of bBDO; and Mabel Elmore, National Bank 
of Tulso. Standing: Clarence Canning Allen, Newspaper Printing 


Conti 


Journal. 


Top TV Production Talent Discuss 


Problems of Medium at AFA Meeting — 


Sr. Louis, June 13—The most 
impressive aggregation of televi- 
sion production talent which has 
been assembled anywhere featured 
the television departmental session 
of the Advertising Federation of 


AFA Convention 


America here this morning. 

The session, under the direction 
of John A. Thomas, head of tele- 
vision account service for Batten, 
Barton, Durstine & Osborn, New 
York, included Don L. Kearney, 
assistant sales manager for TV, 
the Katz Agency; 
Erickson, manager cf the radio- 
TV department, Young & Rubicam, 
New York; Don McClure, head of 
radio-TV production, 


Burbach, general manager, KSD- 
TV, St. Louis; Louis Westheimer, 
president, Westheimer & Block, St. 


LIQUIDATOR AND PACKAGE INSERT 


pREMIUMS. ee 


PRODUCED TO FIT YOUR REQUIREMENTS 
IDEAS, COLOR SKETCHES, COPY, AR} 
AND PRODUCTION ASK FOR SAMPLES 
COMPANY 


CHICAGO 1 


CARDY-LUNDMARK 


80! W. BYRON STREET . 


SPECIALTY PRINTERS 


W. Rodney |* 


McCann- | 
Erickson, New York; George M.) 


Louis agency; Newman F. McEvoy, 
vice-president and media director, 
Cunningham & Walsh, New York; 
and Louis Hausmann, vice-presi- 
dent, Columbia Broadcasting Sys- 
tem. 


|@ Mr. Kearney reviewed the vari- 
}ous types of film commercials, 
itheir advantages, disadvantages 
and their cost, and then showed a 
special sound film put together by 
his company which reproduces 17 
commercials of various types, dem- 
onstrating various visual and aural 
techniques, and discussing their 
price range. 

He emphasizec that producers of 
film commercials should constant- 
| ly bear in mind that the commer- 
|cials are designed to sell, not pri- 
marily to entertain, although the 
two functions often are success- 
fully combined. 

In a remarkably witty talk, 
which he illustrated with rib- 
tickling pictures of babies posing 
|as typical television clients, Mr. 
Thomas demonstrated “tested 
methods of avoiding television,” 
| but nevertheless managed to get 
across the point that it is extreme- 
|ly difficult to avoid this potent 
| new medium. His talk bristled with 
‘comparative cost-per-thousand 


Corp.; Don Pyke, Grahom Paper Co. and president of the 
St. Lovis Adclub; Allan T. Preyer, Morse International; Leslie 
Houger, Watts-Payne Advertising Agency; Leonard Biddle, Mid. | 
t Petroleum Corp.; Bud Blust, advertising director, Sto- 
tion KTUL, and president, Tulsa Adclub; Elon G. Borton, AFA) 
president; Dale Rogers, Mid-Continent Petroleum Corp., lievten- 
ant governor, 10th District; and Gilbert T. Hodges, Wall Street 


figures on TV, magazines and 
newspapers, and he ridiculed those 
who believe that TV does not pro- 
vide value in terms of advertising 
investment. 


@ Speaking on TV programming, 
Mr. Erickson emphasized that no 
one can afford to lose sight of the 
fact that it is the advertiser's job 
to convert entertainment into sales, 
and emphasized that a number of 
programs which are getting rat- 
ings now are operating on bor- 
rowed time simply because they 
have preempted air time in mar- 
kets where there are only one or 
two stations. 

By 1955, he said, there will prob- 
ably be 35,000,000 TV homes and 
multiple competition in most im- 
portant’ markets, and then pro- 
gramming will really become com- 
petitive. By thai time, he esti- 
mated, it will cost about $3,000,000 
a year for time and talent for a 52- 
week, half-hour show on 125 sta- 
tions, or about $5,000,000 for an 
hour. 


@ More and more TV fare will be 
produced on film, he predicted, 
and by 1955 TV daytime serials 
will be practically as well estab- 
lished as they are in radio. Mr. Mc- 
Clure particularly emphasized his 
belief that TV will become over- 


whelmingly a film medium, and} 


said that in his opinion Hollywood 
inevitably will win out in the bat- 
tle with New York for TV film 
honors, because “they have the 


AD AGE SAYS: 


“maybe a new 
advertising medium” 


Automatic Burner Corporation—one of the first large 
monufacturers to try it out—used this medium at a 
convention and their President, Mr. Joseph Hearst, 
reported — 


“...DREWA 


LOT OF ATTENTION 


— CREATED A LOT OF TALK” 


The name of the advertiser is imprinted 
on each cigarette—as well as on the front 
and back of the package. Slogans, trade- 


marks, names, or selling messages can 


printed in one color or more. Front and 
back can carry different copy—and the 
cost is only a fraction of a cent more than 
you would pay for any standard cigarette. 


dorf-Astoria, Blackstone, 


be 


rite. Creates more “talk” 


SEND YOUR NAME FOR COMPLETE FACTS 


An idea like this is “hottest” when it’s 


new. This is the time to get the jump 
everyone else in your field. We'll be 


fink 
to send complete facts, prices, order b 


pliments. Inquiries on business stationery, end thows H to others 

and layout sheet for printing instructions please, but no will call. In- forty. 
—all without the slightest obligation. quiries from advertising agencies invited. . ve aot an wee 
ce attention co sie, 
YOUR NAME CIGARETTES speciat “'week,” or special 


125 W. HUBBARD ST. 


AND—if 
on 


we'll be glad to mail 


DEPT. AA CHICAGO 10, ILL. 


The tobacco is superlative. Manufacture 
is by the same company that makes the 
private blends for such hotels as the Wal- 
Ritz-Carlton 
and for hundreds of exclusive private 
clubs. Most smokers—trying to identify 
the blend—mistake it for their own favo- 
nm any adver- 
tising novelty seen in many years. 


ou want to try the cigarette 
before ordering ask for a sample package, 
il it with our com- 


conventions, 
soles meetings. 
As gifts to customers or 
jobbers with their own 


banquets, 


, know-how out there.” 
Mr. Burbach said he would wel- 
come local competition for his sta- 
tion, which now has none, and that 
he was sure there will be plenty of 
business for all. At present, TV has 
not developed even one-tenth of 
its advertising potential, he said, 
adding that he believed station 
time rates ultimately would be in- 
creased 50% to 75% over present 
levels, as set ownership increases. 


e Mr. Westheimer presented the | 
viewpoint of the retail advertiser | 


in TV and warned that TV may 
miss the boat as far as the large 
local department and specialty 
store is concerned, just as radio 
did, unless it does a selling job in 
a way which makes sense to this 
| type of advertiser, who is the 
| backbone of all newspaper adver- 
tising. 

He advanced the suggestion that 
since newspapers don't expect re- 
tailers to put in their own print- 
ing presses, it is not impossible to 
visualize the time when TV sta- 
tions will install cameras perman- 
ently in large department stores, 
and provide adequate facilities for 
telecasts from the store on a reg- 
ular basis. 

He also believes that major buy- 
ing chains in the retail] field ul- 
timately may set up their own TV 
studios and production facilities. 
“Then,” he said, “if Allied Stores, 
for example, makes a special buy, 
they could put a TV program to- 
gether and ship it out for use by 
individual stores on their local TV 
stations when the merchandise 
comes into town.” 


e Mr. McEvoy also emphasized 
the possibility that the greatest 
growth in TV advertising might 
well come from department stores, 
and also said that he saw the in- 
teresting possibility of “thousands 
of classified ads on TV—for what 
better way is there to show and 
tell about the merchandise you 
have to sell?” 

Mr. Hausmann insisted that TV, 
“for all its power and excitement, 
is another advertising medium. 
Most effectively, it is used with, 
not instead of, other media,” and 
consequently the money to pay 
for television must come from in- 
creases in the total budget for ad- 
vertising. 

Although this answer may sound 
unacceptable, he said, it is com- 
| pletely logical, because sales are 
becoming harder to make, adver- 
tising in relation to national in- 
come is not high enough, and “ad- 
vertising is the cheapest thing any 
advertiser is buying today.” 


e An unusual feature of the ses- 
|sion was a demonstration of the 
| DuMont national television alloca- 


| Wakeman, research engineer for 


DuMont, with the aid of two un- 
usual electronic maps of the U. S. 

| The maps contained an intricate 
system of colored lights, and were 
so developed that any arrangement 
of the lights could be produced 
with a single switch, through the 
insertion of coded cards. 

The two maps were used simul- 
taneously to demonstrate present 
coverage, the proposed Federal 
Communications Commission cov- 
erage pattern, which DuMont op- 
poses bitterly as a “two-network 
monopolistic system,” and the Du- 
Mont proposals. Hearings on the 
allocation system will start during 
the summer and probably will con- 
tinue throughout the remainder of 
the year. 


Majestic Names Roberts 
Henry T. Roberts, free lance 

manufacturer’s sales representa- 

tive, has been appointed vice- 


president in charge of the private 

brand contract sales department | 

of Majestic Radio & Television di- 

vision, Wilcox-Gay Corp. His 

headquarters will be in the com- 
ny’s Chicago offices at 743 N. 
a Salle St. 


tion plan, put on by Robert P.! 


Lags—Study Shows 


Market Varies Widely 
Thru Age, Income Groups 


Approximately one out of four wo- 


men (22°) in St. Paul who wear 


brassieres do not know what brand 
they buy. 


A lack of brand-consciousness of 
this magnitude requires further in 
| vestigation. In what segments of the 
| population is it most prevalent? Do 
lage and income affect brand recog- 

nition? 

First let's consider age as related 
|to brassiere buyers and non-buyers. 


Buyers Nen-Buyers 


30 and under 2% 2% 
31 — 40 93% ™ 
41— 50 4% 16% 
Over 50 62% 38% 
Note the almost universal use of 


\this product among younger house 
) wives in St. Paul and the clear-cut 
| Signnific ant decrease as age increases. 


| Now check  brand-consciousness 
jat the same age levels among buyer 
groups. 


| Buyers With Buyers Without 
130 and under 84% 


16% 
|31—40 1% 19% 
41 —50 75% 25% 
| Over 50 n% 29% 


| From the above we deduce 
1. More younger women buy bra 
sieres; 2. These same young wome 
are more highly brand-consciousj 
3. Both usership and brand aware 
ness fall off in a sharp, regular de 
scent as age increases, 


Further variations are evident in 
this breakdown by economic groups, 


Family Income Buyers Non-Buy 
Under $2,000 60% 40%, 
| $2,000-$2,999 78% 22% 
$3,000-$3,999 85% 15% 
$4,000-$5,999 6% 4% 
$6,000 and over 85% 15% 


Here we encounter marked varias 
tions between the two lowest an 
three highest income groups. 


How does brand-consciousness of 


buyers penetrate these incom 
levels? 

Percent of Buyers 

With Brand Without Brand 

Family income Pref Pref 
Under $2,000 66% “™% 
| $2,000-$2,999 ™% 29% 
$3,000-$3,999 73% 22% 
|$4,000-$5,999 83% 17% 
| $6,000 and over 84% 16% 


This refiriement crystalizes a di- 
rect relationship between income 
and brand-consciousness. It might 
be said that brand education of 
brassiere buyers has been largely 
|weighted to the higher income 
levels. 


The trend picture given here rep 
resents just one of the 150 classi 
| fications studied in the “1951 Con- 
| sumer Analysis of the St. Paul Mar 
| ket’. Similar information is avail 
able for classifications in tht fields 
of foods, soaps, drugs and toiletries, 
beverages, home appliances, and 
| miscellaneous 


Get analytical data on the per- 
formance of your product in the 
St. Paul market. Write Consumer 
Analysis, Dept. No. 11-A, St. 
Paul Dispatch-Pioneer Press, St. 
Paul 1, Minnesota — the North- 

|west’'s Morning, 


| 
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Moone and Mathews Leave Snow Crop Posts 
to Form Sunkist Marketing Combination 


(Continued from Page 1) 
fornia Fruit Growers Exchange 
Mr. Moone said this group would 
have no part in the marketing of 
Sunkist fresh fruit 

The “exclusive” agreement with 
the California Exchange appar- 


Publication, Catalog, 


House Organ Printing 


MODERN, high speed 
letterpress and otfset plant located 
in fovorable wage rate crea with 
good railroad connections to prin- 
cipol midwestern cities offers ad- 
vontoges of quolity, service and 
price. We welcome the opportunity 
to confer on your printing problems. 


CENTRAL PRESS, Inc. 
MARION, INDIANA 


ently only confines Marketers to 
the citrus field, and presumably 
will allow it to market non-citrus 
frozen products put out by other 
producers—and negotiations are 
believed to be now under way in 
this connection 


e Thus far, only Mr. Mathews, 
vice-president, has been named 
as a Marketers officer. Mr. Moone 
explained that other vice-presi- 
dents will open offices shortly in 
Chicago, Dallas and Los Angeles. 
Mr. Moone’s brothers, Don and 
Robert, formerly sectional sales 
managers for Snow Crop, will be- 
come field sales managers with 
Marketers. 

The resignation of Mr. Moone 
from Snow Crop Marketers came 
something of a surprise, al- 
though it seemed to be a case of 
history repeating itself. Mr. Moone 


as 


quit the Birds Eye-Snider divi- 
sion of General Foods in 1945 to 
start the Snow Crop operation, and 
now, in 1951, he is leaving Snow 
Crop to form a competitive group. 

Shortly after Mr. Moone left 
Birds Eye to launch Snow Crop 
in July, 1945, he was joined by Mr. 
Mathews, who had been sales 
manager of Birds Eye-Snider. Mr. 
Barclay, who now becomes Snow 
Crop president, rounded out the 
original Snow Crop triumvirate 
after he quit Birds Eye, where 
he had been national sales promo- 
tion manager. 


gs By the end of 1946, Snow Crop’s 
sales amounted to about $3,500,000. 
In 1947, Mr. Moone and his co- 
horts sold out to Clinton Foods, 
but remained under the Clinton 
banner and at the Snow Crop 
helm. The company expects Snow 
Crop sales for 1951 to amount to 
some $56,000,000 (AA, March 5 
and 12). Snow Crop’s ad appropri- 
ation this year is $2,000,000. 


Mr. Moone said his departure 
from Snow Crop was an amicable 
move, ard he told AA he felt im- 
pelled to make the change because 
of the greater challenge presented 
by Marketers, and by the oppor- 
tunity it presents for greater con- 
trol and larger returns. 

A firm believer in television as 


an ad medium for frozen concen- | 


trates, Mr. Moone declined to say 
whether he would ask the Fruit 
Growers Exchange to consider 
a move into TV. In an exclusive 
story in AA (March 5) he was 
quoted as saying: 
much more effective for Snow 
Crop because you can see the 
product in use. A TV commercial 
is worth 1,000 printed words.” 


Four Wheel Appoints Walch 


Bruce V. Walch, formerly man- 
ager of the parts sales department 
of Four Wheel Drive Auto Co., 
Clintonville, Wis., has been named 
manager of the company’s field 
service department. 
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FILTER QUEEN—Chicago Show Printing 
Co. prepared this 5-color litho display 


for Health Mor Inc., manufacturer of 

Filter Queen vacuum cleaners. The dis- 

play plugs the offer of a free boudoir 
bosket with each demonstration. 


‘Modern Industry’ 
Buys ‘Tide’; Will 
Continue as Weekly 


New YorK, June 13—Tide, 
weekly advertising paper, has been 
bought by Modern Industry, a 
monthly magazine for management 
executives. Negotiations, reported 
exclusively by ADVERTISING AGE 
last week, were completed yester- 
day. 

The sale was consummated as a 
stock transaction 

Raymond Rubicam, former pres- 
ident of Young & Rubicam, who 
established Tide as an independent 
publication in 1921 (it was origi- 
nally published as a house organ 
by Time Inc.), and Reginald 


|Clough, president and editor of the 


publication, are joining the Mod- 
ern Industry board of directors. 
Mr. Clough will continue as edi- 
tor, and Jacob F. Weintz, advertis- 
ing director, will continue as vice- 
president of Tide Publishing Co., 
which will be a _ subsidiary of 
Magazines of Industry Inc., the 
publishing company which pub- 
lishes Modern Industry. Alvah B. 
Wheeler, executive vice-president 
of Modern Industry, will be pres- 
ident of the subsidiary and have 
charge of its business management. 


es Leo F. Haggerty, Tide’s secre- 
tary-treasurer, has resigned and 
will join Conover-Mast Publica- 
tions. Thomas J. Hanly, treasurer 
of Modern Industry, will fill the 
same post on Tide, and Harry E. 
Blank Jr., Modern Industry editor, 
becomes secretary of Tide. 

No other personnel changes are 
contemplated, AA was told. Tide’s 


accounting department will be 
moved to the Modern Industry. 
quarters immediately, but other 


departments will continue in their 
present location for the time being. 

Tide will continue to be pub- 
lished as a weekly. Whether there 
will be any change in circulation 
has not been decided, AA was told. 


Harnischteger Names Three 

Ralph D. Holcomb has been 
named Pacific Coast manager of 
Harnischfeger Corp., Milwaukee. 
John H. Taylor Jr. has been put 
in charge of excavator sales in 
Philadelphia, and James C. Ray 
has been appointed Jacksonville, 
Fla., district manager. 


Chain Belt Names Frank 


Arthur J. Frank has been ap- 
pointed assistant to L. B. Mc- 
Knight, executive vice-president 
of the Chain Belt Co., Milwaukee. 
Mr. Frank will continue as trade 
analyst and coordinator of de- 
fense mobilization work. 


Dominion Tar Names Curtis 


Dominion Tar & Chemical Co., 
Toronto, has named H. W. Curtis, 
formerly in charge of advertising 
of Standard Chemical Co., as ad- 
vertising manager for Dominion 
Tar and its subsidiaries. 
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Court of Appeals 
Asked to Reconsider 
Transit Radio Order 


WASHINGTON, June 14—The Pub- 
lic Utilities Commission of the Dis- 
trict of Columbia and Capital 
Transit Co. today asked the U. S. 
court of appeals here to reconsider 
a June 1 decision outlawing transit 
radio. 


Requesting a re-hearing before | 


all nine members of the court, the 
appeal contended that the decision 
of a three-judge panel that “forced 
listening” on transit vehicles vio- 
lates riders’ rights “was novel in 
its constitutional concepts and 
makes unprecedented inroads upon 
the administrative and legislative 
process.” 

Challenging the court’s concept 
of “freedom not to listen,” the ap- 
peal contended the decision “seem- 
ingly regards liberty as absolute 
and as an exclusive prerogative of 
a dissident minority.” 


@ The appeal lashed out against 
the court's contention that adver- 
tising is not covered by the First 
Amendment. 

While communities may have a 
right to regulate the distribution of 
advertising circulars, the petition 
said, “it would appear clear that 
commercial advertising is pro- 
tected when it is a minor, though 
essential, part of a package which 
includes the dissemination of in- 
formation protected by the First 
Amendment.” 

“By abolishing the right to 
broadcast commercials,” the peti- 
tion said, “the court has adopted a 
device which is calculated to stop 
all broadcasting on streetcars and 
buses, including the broadcast of 
news, weather reports and music.” 


® To buttress its argument, the 
petition cited Grossjean vs. Amer- 
ican Press Co., where the Supreme 
Court threw out a 2% tax on gross 
receipts of a newspaper as “a de- 
liberate and calculated device in 
the guise of a tax to limit the cir- 
culation of information.” 

“If a tax of 2% is invalid where 
it is calculated to limit dissemina- 
tion of information, there should 
be little question that an order of 
a court which would eliminate all 
the company’s revenue would be 
invalid,” the petition said. 

“The elimination by the court of 
the sole source for the support of 
such dissemination of information 
could clearly have no other effect, 
and no other effect could be in- 
tended, than to restrict the dissem- 
ination of news, weather reports 
and music by petitioners.” 


@ The petition chalienges the basis 
of the court’s decision, which is 
the contention that “forced listen- 
ing” takes place because of “gov- 
ernmental action”—i. e., the grant- | 
ing of a franchise to the streetcar | 
company by the Public Utilities 
Commission. | 

“Under this novel concept,” the 
petition says, “the action of every 
private company operating a rail- 
road, airline, bus line, pipe line, 
telephone company or radio sta- 
tion would be governmental ac- 
tion, since all these companies op- | 
erate pursuant to governmental | 
authority.” | 

As a result, it pointed out, all 
these companies would be bound 
by the constitutional limitations on 
governmental action. A railroad 
would be violating the First 
Amendment if it prevented dis- 
tribution of religious literature on 
its cars; or a radio station 
would be unable to prevent any- 
one who so desired to transmit un- 
censored messages over its facili- 
ties. 


Doolittle & Co. Moves 
Doolittle & Co., Chicago printing 


concern, has moved to new quar-| 


ters at 400 N. Rush St. 


e 
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Last Minute News Flashes 


Witting Named Director of DuMont 


New York, June 15—Chris J. Witting, general manager of DuMont 
Television Network, has been named director of the network and its 
three owned and operated stations. He replaces Mortimer W. Loewi, 
who retired as network director to become executive assistant to Dr. 
Allen B. DuMont, president of Allen B. DuMont Laboratories. 


‘Tatham-Laird to Handle Max Factor Cosmetics 


Los ANGELEs, June 15—Sales Builders Inc., distributor for Max 
Factor Hollywood women's cosmetics and men’s toilet preparations, 
has appointed Tatham-Laird, Chicago, to handle advertising for the 
women’s line. The distributor is expected to appoint another agency, 
reportedly in New York, to handle the recently introduced men’s line 
(AA, May 21). 


Bell Leaves Duane Jones for Lennen & Mitchell 


New York, June 15—C. Frederic Bell, former vice-president and a 
founder of Duane Jones Co., has joined Lennen & Mitchell as vice- | 
president and account supervisor. He will have responsibility for the 
| development of new products for accounts handled by the agency. 


Necchi Appoints Doyle Dane Bernbach Agency | 


New York, June 15—Necchi Sewing Machine Sales Co. has ap- | 
|pointed Doyle Dane Bernbach as its agency, effective immediately. 
Plans call for use of magazines, newspapers, television and business | 
papers. Joseph Katz Co. formerly had the account. 


Martindale to Join D-F-S as V. P. July 1 


New York, June 15—James K. Martindale, last with Kenyon &| 
Eckhardt and formerly vice-president of William Esty Co., will join | 
Dancer-Fitzgerald-Sample as vice-president and copy executive on 
July 1. 


Quaker to Name New Agency for Ken-L-Ration 
RockrorpD, Itu., June 15—-Ken-L-Products division of Quaker Oats 
Co. will name a new agency to handle advertising for Ken-L-Ration, 
the nation’s top-selling canned dog food, effective this fall. The new 
agency will replace Ruthrauff & Ryan, Chicago, which has handled the 
account since June, 1939. Ken-L-Ration at that time was manufactured 
by Chappel Bros. here, which was purchased by Quaker in March, 1942. 


| Change Name to Scolaro, Meeker & Scott 

Cuicaco, June 15—The firm name of Osborn, Scolaro, Meeker & 
| Scott, newspaper representative, has been changed to Scolaro, Meeker 
| & Scott. Remaining partners are Joseph R. Scolaro and John L. Scolaro 
| in Detroit, Frank H. Meeker and Herbert R. Meeker in New York, and 
J. Donald Scott in Chicago. The company also has offices in Philadel- 
phia, Los Angeles and San Francisco. Guy S. Osborn, one of the firm’s 
founders, has been retired for a year, and his son, Guy A., resigned 
from the organization last week. 


Bayer Co. Blasts Stores; Other Late News 

e@ Bayer Co. division of Sterling Drug took a full page in seven New 
York dailies Friday decrying “the exploitation of the good name of 
Bayer — by price warring department stores.” The prices: Gim- 
bel’s was selling two bottles for 9¢, Macy's was selling 5¢ bottles and 
Abraham & Straus undersold all at 4¢ per 100-tablet bottle. Bayer’s ad 
called this “jungle tactics of the worst kind” and urged customers to 
buy from local druggists. Bayer’s fair trade price was 59¢ per 100. 


e Frances Velthuys, formerly with Price, Robinson & Frank, has joined 
Compton Advertising in New York as time buyer on Procter & Gamble 
radio and TV. 


e Murray Grabhorn, who some time ago resigned as vice-president in 
|charge of owned and operated stations for American Broadcasting Co., 
has been named managing director of the National Assn. of Radio 
and Television Representatives. A veteran of 22 years in broadcasting, 
he replaces T. F. Flanagan, who resigned because of ill health. 


@ Don Lee Broadcasting System has announced rate cuts, effective 
July 1, reducing Class A time (6-10 p.m.) from $3,000 to $2,700. 
The network is cutting rates for units of five minutes or more from 1 
jp.m. to 10 p.m. by 10%, Sunday times from two-thirds to one-half 
|the evening rate, and 10 to 10:30 p.m. reclassified from evening to 
|daytime rate ($1,500 per hour). 


|e Pepperell Mfg. Co. in August will run the largest schedule it has 
ever run in one month on sheets alone, using nine magazines. Ben- 
ton & Bowles is the agency. 


National Industrial Advertisers Meeting 
Will Feature Competition for Presidency 


Cuicaco, June 13—When the 
National Industrial Advertisers 


Montague, U. S. Steel Co., for one 
of the association's eight vice- 


|TV by opening Station KTSL here 
in 1931. Don Lee operated the sta- | 


WELL 


7 


HOUSE 


‘=> 


(1) CORRE 


| DETROIT SPECTACLE—Opposite the city 


hall in the heort of Detroit is this new 
spectacular erected by Walker & Co. for | 
Maxwell House coffee. 


Richards Stations’ 
Investigation Ends 


WasHIncTon, June 14—Federal 
Communications Commission trial 
examiner James D. Cunningham | 
ruled today that there appears to} 
be no further point in continuing 
the commission's hearing on the 
renewal of licenses for three big 
radio stations owned by the late 
G. A. Richards. 

In proposing that the commission | 
drop the case, based on charges 
that Mr. Richards ordered anti- | 
administration “slants” into news- | 
casts, Mr. Cunningham pointed out | 
that Mr. Richards’ death made the 
renewals a “moot” point. 

He said the future of the sta- 
tions—KMPC, Los Angeles, WJR, 
Detroit, and WGAR, Cleveland— 
could be determined after applica- 
tions are filed for involuntary 
transfer of the properties. 


s One of the most explosive in- 
vestigations in FCC’s history, the 
Richards case originated in March, 
1948, when the Radio News Club of 
California complained that on at 
least one occasion a member of the 
KMPC news staff had been dis- 
missed for refusing to “slant” 
news. | 

Following an invest gation, FCC 
ordered hearings on license renew- 
als of the three Richards stations. 
Some 290 witnesses were heard, 
and an 18,265-page record accum- 
ulated. 


Lee Enterprises 
Purchases KFI-TV 


Los ANGELEs, June 12—The Don 
Lee Network again has a TV sta- 
tion, or will as soon as the Federal 
Communications Commission ap- 
proves Thomas S. Lee Enter- 
prises’ purchase of Station KFI-TV 
here for $2,500,000. 

Earle C. Anthony (who also 
owns AM Station KFI, which did 
not figure in the sale) sold the TV 
station to Lee Enterprises, Boston, 
an organization wholly owned by 
General Tire & Rubber Co., Ak- 
ron, O. 

Don Lee interests pioneered in 


}class in three annual 10% 


| During hearings this spring, S 


tion until Dec. 31, 1950, when the! 
Don Lee Broadcasting System and | 
KTSL were sold to General Tire | 


Secret Senate 
Plan to Boost 
Post Rate Told 


Wasuincton, June 15—The Sen- 
ate postal committee, in ultra-se- 
cret sessions this week, drafted a 
rate bill which includes a 4¢ rate 


| for first class mail. 


The bill also includes an 8¢ rate 


| for airmail, a 2¢ postcard, a 30% 


publishers’ second 
steps 
and an immediate increase in bulk 
third class to 1%¢, plus a further 
increase to 1 ‘e2¢ next year. 

Senate members also are pro- 
viding for a joint committee to in- 
vestigate postal operating policies 
and methods in an effort to find 
a final solution to recurring de- 
ficits. 


increase on 


e Final committee action on the 
bill was delayed for lack of a 
quorum today, but another effort 
is anticipated early next week, in 
order that the bill may be com- 
pleted prior to the departure of 
Sen. Olin C. Johnston (D., S. C.), 
committee chairman, for a two and 
a half week trip to Puerto Rico. 

If reported, the Senate bill will 
be the first congressional acti 
to break the 3¢ line on first <a 
ate committee members repeated 
observed that an increase in fi 
class would be the only way 
obtaining sufficient revenue 
make a substantial dent in post 
deficits. 

Estimates of potential reven 
from an increase im first cla 
range from $200,000,000 to $250, 
000,000. This year’s postal defic 
is expected to hit $570,000, 
In addition, Senate postal commi 
tee members have been consider 
ing postal wage increases whic! 
would add nearly $200,000,000. 


e Senate committee approval 
an increase in first class and air 
mail is in direct conflict with t 
position of the House postal com 
mittee, outlined Monday in an of 
ficial report on its plan to bc 
postal rates by $125,000,000 th 
year. 

In its report, the House com 
mittee said 3¢ first class still brin 
in its handling cost, and that 6¢ 
airmail appears to be paying its 
way, when allowance is made for 
subsidies to airlines. 

During Senate committee hear- 
ings, however, Postmaster General 
Jesse Donaldson conceded that 3¢ 
first class may be dropping into 
the red. He told Senate committee 
members he opposed an increase 
in first class unless other “low 
revenue” classes are also increased, 
but might go along with a general 
rate bill covering all classes. 


@ The Senate committee plan to 
boost second class 10% annually 
for three years compares with the 
House committee plan for three 


and to Columbia Broadcasting Sys- 120% increases. Its two-step third 


Assn. meets in New York June 24- 
29, delegates will take more than 
the usual interest in their annual 
election of officers. 

For one of the few times in 


'NIAA’s 29-year history, the nom- 


inating committee’s slate—ordi- 
narily just voted in by chapter 
delegates—has been challenged, 
and the contest promises to be an 
enthusiastic one. This year the 
committee has nominated John F. 


Apsey, ad manager of Black &| 


Decker Mfg. Co., for president, and 
the nomination has been chal- 


lenged by a group supporting Rob- | 


ert A. Joyce, advertising manager 
of the “Automatic” Sprinkler Corp. 
of America, Youngstown, O. In 
addition, there is some possibility 
that members of the Pittsburgh 


‘chapter will nominate W. B. 


presidencies. 

In a letter to NIAA directors 
and chapter officers, Bennett 
Chapple Jr., assistant executive 
vice-president of U.S. Steel Co. 
and president of NIAA, alerted 
members to the contested slate 
by saying “an appreciable amount 
of competition appears to have de- 
veloped for certain offices.” He 
added that he felt such competi- 
tion is “extremely healthy.” 

Convention plans include 
speeches from Defense Mobiliza- 
tion Chief Charles E. Wilson and 
Bruce Barton, board chairman of 
Batten, Barton, Durstine & Os- 
born. Other than these, no formal 
speeches have been scheduled, and 
instead there will be nine panel 
discussions on current marketing 
problems. 


tem, respectively. 


WFCI CHANGES TO WPJB 

PROVIDENCE, R. I., June 13—The 
Providence Journal Co., which} 
bought WFCI from the Pawtucket | 
Broadcasting Co. for $175,000, this 
week took over operation of the 
5,000-watt ABC affiliate, using 
the call letters WPJB. WPJB-FM 
is also operated by the Journal 
company and is duplicating the 
AM sstation’s broadcasts. 


WROV Joins American 

Station WROV, Roanoke, Va., 
has affiliated with the radio net- 
work of American Broadcasting Co. 
The station operates fulltime on 
250 watts and replaces Station 
WSLS, which has joined the NBC 
network. 


class increase compares with the 


| House committee plan to introduce 


a 1%¢ rate for bulk third class 
immediately. 

The increases in second and 
third class are apparently intended 
© be proportionate to the first 
class and airmail increases, which 
amount to 33%. On this basis, the 
Senate bill would mean well over 
$300,000,000 of new revenue for 
the department. 

This week's feverish action in- 
dicated that the Senate committee 
may decide to press the rate is- 
sue without waiting for the House 
to act first. Some committee mem- 
bers reportedly feel that this 
would leave senators in a stronger 
position to insist on a long-range 
postal investigation—a plan which 
was omitted from the House bill. 
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Sarnoff Declares RCA ‘Hopes, Believes’ 
FCC Eventually Will Approve RCA Color TV 


Cuicaco, June 13—Radio Corp. 
of America and its top executives 
“hope and believe” that the Fed- 
eral Communications Commission 


eventually will give RCA’s all- 
electronic color system the green 
light, according to Brig. Gen 


David Sarnoff, RCA board chair- 
man. 

Speaking before 
Theater Conference 
College here today, 
said that while RCA is waiting for 
FCC approval, “we are planning 
public demonstrations of compat- 
ible color telecasts, so that the 
public can see the kind of color 
television programs they can have 
if the FCC’s approval is finally 
granted.” 

In his first major address since 
the recent Supreme Court deci- 
sion upholding the FCC approval 
of Columbia Broadcasting System’s 
color video system, Gen. Sarnoff 
hinted broadly that RCA expects 
the commission to approve its 
system and, by implication, he 
indicated that RCA will not give 
up its struggle in the foreseeable 
future. 


the Catholic 
at Mundelein 
Gen. Sarnoff 


® “Color pictures should be broad- 
cast in such a way that the public 
ean receive them in b&w on the 
sets they now own,” he said. “We 
have insisted that the public 
should be given the opportunity 
to do this without having to buy 
and install expensive adapters or 
other contraptions.” 

There will be about 15,000,000 
sets in use by the end of this year, 


he continued, and “it certainly is 
unfair to the public to urge an 
incompatible system that would 


furce present set owners to spend 


a lot of money to adapt their sets 


THIS 
MAKES 
SENSE! 


There are lots of dollars 
and sense involved in the 
26,868,156 lines of 1950 ad- 
vertising in the DAVEN-.- 
PORT NEWSPAPERS! Es- 
pecially since they constitute 
advertising that sells the rich 
Quad-City Market (Daven- 
port, lowa, Rock Island, Mo- 
line and East Moline, Illinois.) 
1951 Sales Management Sur- 
vey of Buying Power figures 
reveal total effective buying 
income of $402,783,000 in the 
Quad-Cities. 


PUNCTUATE YOUR SALES 


IN THIS 


RICH QUAD-CITY MARKET 


BY USING THE 


DAVENPORT NEWSPAPERS 


The Only Newspapers with Home- 
Delivered Circulation on Both the 
lowe and lilinois Sides of the im- 
portant Quod-City Market. 


| developed.” 


| so-called 
|—mobility. So they stopped trying 


in order to get any picture at all 
from color television.” 


Moreover, Gen. Sarnoff con- 
tinued, “a compatible system 
would encourage the immediate 


introduction of color programs 
and the rapid development of this 
new technique. Neither television 
stations nor advertising sponsors 
can afford to put on programs for 
a non-existent audience. But if 
you have a system that wil per- 
mit you to broadcast in color with- 
out losing a single person in your 
existing audience—because they 
can still receive the pictures in 
b&w—this problem is automat- 
ically solved. 


a “And we have developed such 
a system,” he asserted. } 

In his entire speech, he did not 
mention the Columbia color sys- 
tem by name nor did he mention 
the decisions of the FCC and the 
Supreme Court re CBS color. | 

“Regardless of when that ap- 
proval [of the RCA system by)| 
the FCC] may come,” Gen. Sarnoff | 
continued, “b&w telecasts will re- 
main the backbone of the televi- | 
sion industry for a number of} 
years to come. It is one thing to| 
produce color equipment in the 
laboratory and another thing to 
be able to make it available in| 
sufficient quantity and uniform| 
quality, at a price within the reach 
of the average buyer. 

“Engineers must design the 
equipment for home use, factories 
must be tooled up for mass pro- 
duction, and new techniques must 
be perfected for broadcasting color 
programs satisfactorily. All of this, 
and public acceptance too, do not 
come overnight.” 


e Gen. Sarnoff asserted that “the 
dramatic techniques of the televi- 
sion art have only begun to be 
Citing the motion pic- 
ture business as a parallel, he said 
that when sound movies first ap- 


peared, practically all movies 
were celluloid versions of stage 
plays. 


“But when the novelty wore 
off,” he continued, “the movie 
audience became more critical, 
more discriminating. Suddenly, the 
motion picture industry woke up 
to the fact that it had become 
static—that it had lost its greatest 
asset, the one thing it had that the 
‘legitimate’ stage lacked 


to imitate the stage and developed 
their own techniques particularly 
suited to their own medium. 

“We know that the same thing 
will happen with television,” he 
said. “For here we have a degree 
of mobility unapproached, even by 
the motion picture. 

“At our laboratories in Prince- | 
ton, we have developed a small 
portable television camera that 
can be taken quickly and easily to | 
any place of immediate interest. | 
Already we are developing the 
techniques for smooth coordina- 
tion of many cameras in many 
places.” | 


e In his discussion of education | 
on television, Gen. Sarnoff cau- 
tiously skirted the FCC decision | 
to award educators a given num-| 
ber of television channels. He 
diplomatically suggested that ed- 
ucation via TV needs the artistry 
and showmanship of the theater 
to be made attractive enough so} 
that viewers will tune in and stay | 
tuned in. And he implied, though | 
he did not say so, that educators 
might fail because they did not 
possess the requisite showmanship. 

“We will not be utilizing the 
educational possibilities of televi- 
sion to the maximum if we do no 
more than make television time 
available to educators. The great- 


| est collection of truths miss their 


Me eee eat ah ue § 


Permalube 


SETTER MOTOR O11 may 


Manvano o11 company prove 


STANDARD-IZED DESIGN—Standard Oil Co. has been packaging its products in oa 


variety of colors determined by the nature of the product—i. e., 


green for garden 


sprays, etc. The company recently decided that a standardized red, white and blue 

label, featuring its torch emblem, would be more effective and plans to use the 

same basic design for all its containers. Above are old (left in both cases) and new 
views of the Permalube motor oil can which carries sales copy for the first time. 


target if they are not heard or 
seen. This is particularly true in 
the field of adult education. 

“In the classroom, the students 
at least have to sit there, regard- 
less of how dry the teacher's lec- 
ture may be. But no one in his 
home has to listen to the radio 
or watch anything on television. 
He can turn to another station, or 


turn off his set completely, the 
minute it fails to hold his in- 
terest... 


e “The scripts for all these educa- 
tional presentations should be just 
as carefully prepared with the in- 
terest of the audience in mind as 
the script for any dramatic presen- 
tation on the stage of a theater. 
“If the full potentialities of ed- 
ucational television are to be 
realized, we must use not only the 
know-how and experience of those 
who operate television stations and 
build their programs, but also the 
knowledge and experience of peo- 
ple of the theater. They can cer- 
tainly help to make educational 
material dramatic, interesting, en- 
tertaining and effective.” 


NARTB OKAYS FORD 
FOUNDATION TV PLAN 
WASHINGTON, June 14—The TV 
board of the National Assn. of 
Radio & Television Broadcasters 


| today welcomed a proposal by the 


Ford Foundation that the indus- 
try cooperate in a project to de- 
velop “culturally mature, infor- 
mative and educational programs” 
for commercial radio and TV. 

Production of the experimental 
programs would be planned and 
financed by the Ford Foundation. 
Telecasters would be asked to 
provide appropriate time periods 
and would be encouraged to sell 
the programs to sponsors in or- 
der to secure sufficient revenue to 
compensate the Ford Foundation 
for its investment. 

The plan was described to the 
TV board by James Webb Young, 
consultant to the Ford Foundation. 
In endorsing it, Harold Fellows, 
NARTB president, pointed out that 


individual stations control their 
own programming, but that 
NARTB would take immediate 


steps to bring the project to the 
industry’s attention. 


se Mr. Young pointed out that 
there are those who hold it is 
hopeless to expect that commer- 
cial television ever can furnish 
the opportunity to secure the max- 
imum effective use of TV in the 
educational, cultural and public 
interest field, “not because broad- 
casters are villains, but because 
the inevitable commercial pres- 
sures and incentives work against 
such uses.” 

As consultant to the foundation 
on mass communications, he said: 
“I do not take this view. There 
may develop specialized uses for 
television in instructional and cul- 
tural material for which we need 
non-commercial support, just as 
we need it in other institutions in 
our society. 

“But the important fact remains 
that we are committed to a com- 
mercial, competitive system of 
broadcasting in this country, and 
thai, through it, we will eventu- 
ally be spending no less than a 
billion dollars a year in time and 
talent costs for commercial tele- 
vision. 


e “It is this powerful stream of 
commercial broadcasting which, 
in my opinion, will be the real 
impact of television on this coun- 
try—on its level of information, its 
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, emotional maturity, and its uncon- 
scious behavior patterns.” 

On the assumption that pro- 
gramming costs are the “key prob- 
lem in this whole picture,” he 
suggested that the foundation, the 
station owners and the networks 
enter into a cooperative, experi- 
mental operation, “to see what 
contribution can be made within 
the siream of commercial broad- 
casting to [reach] a better level 
of educational, informative and 
more culturally mature program- 
ming.” 

To this end, he proposed that 
the foundation establish an exper- 
imental television and radio work- 
shop “manned by the best pro- 
fessional program producing tal- 
ent. 

“In the workshop, it would un- 
dertake to produce, probably on 
film, programs with a content in 
line with the foundation's pur- 
poses, but aimed with all the tech- 
nical skill possible at securing sub- 
stantial audiences. 


e “These programs it would then 
ask the broadcasters to put on 
the air at appropriate favorable 
and continuing hours, so that they 
would have good audience-build- 
ing opportunities—this time to be 
furnished by the broadcaster, plus 
possibly some film charge. 

“These programs would then be 
for sale to commercial sponsors at 
a price which would recover to 
the non-profit workshop its pro- 
duction costs, and with production 
continuing under its control.” 


FCC Plans to Attend 
Trade Practice Meet 


WaAsHINGTON, June 13—The Fed- 
eral Communications Commission 
announced today that it will be 
represented at the trade practice 
conference which radio and TV 
manufacturers are having June 21 
with the Federal Trade Commis- 
sion. - 

FCC said it is surprised that the 
rules which have been suggested 
for consideration do not include 
safeguards against misrepresenta- 
tion with respect to the ability of 
current-type TV sets to receive 
color broadcasts in color or b&w, 
or reception in the ultra high fre- 
quency (UHF) band. 

“Inclusion of such matters for 
consideration at the conference is 
appropriate,” FCC said. 


Presto Deep Fryer Promoted 


National Pressure Cooker Co., 
Eau Claire, Wis., is promoting its 
Presto Dixie deep fryer in The 
Saturday Evening Post of June 16, 
the July McCall’s and the August 
Good Housekeeping. Melamed- 
Hobbs, Minneapolis, is the agency. 


K]JR Names Gerbel, Moore 

Arthur Gerbel Jr., sales manager 
of Station KJR, Seattle ABC out- 
let, has been promoted to the new 
position of assistant general man- 
ager. Paul E. Moore, account ex- 
ecutive, has been boosted to sales 
manager. 


Worthington to ‘Telegram’ 

Alfred H. Worthington, for- 
merly advertising manager of the 
Prince Rupert Daily News and 
sales promotion manager of the 
Chatham Daily News, has joined 
the Montreal advertising staff of 
the Toronto Telegram. 


_ PLASTIC PLATES - MATS © 


MATRIX 


COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, HLLINOIS 
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Husbands Spend More for Groceries 
Than Their Wives, NARGUS Meet Told 


Cuicaco, June 13—When men 
do the shopping, more money is 
spent for groceries than when 
their wives shop alone, according 
to a consumer study presented 
here today to the 52nd annual con- 
vention of the National Assn. of 
Retail Grocers by Ralph Head, 
grocery products merchandiser of 
Batten, Barton, Durstine & Os- 
born. 

A national panel of consumer 
opinion revealed, he _ said, 
77% of the husbands of the fam- 
ily sometimes shop for groceries. 
Of this 77%, 68% shop once a 
week or more often; 58% usually 
and 23% occasionally go along on 
the big weekly stock-up trip. 

The study reports that 82% of 
these men buy things their wives 
do not buy; one-third buy larger 
packages and quantities, and more 
than one-third spend more money 
for groceries than when their 
wives shop alone. Two-thirds of 
the men pay for their extra pur- 
chases out of their own money, 
over and above the budget money. 


e John Traeg, president of the 
New York State Merchants Assn., 
who assisted Mr. Head in discuss- 
ing the report, pointed out that 
these extra purchases by men 
would seem to indicate extra gro- 
cery business. 

He urged retail grocers to ap- 
peal to this male grocery store 
traffic by making stores attrac- 
tive to men, by featuring self- 
service arrangements and through 
promotions and displays of foods 
they like, buy and cook, as re- 
vealed by the study. 

Men shop for groceries, accord- 
ing to the study, primarily be- 
cause their wives like to have 
them do so. Only 46% said they 
actually like to shop for groceries. 
The remaining 54% said shopping 
is a necessary chore. Self-service, 
the report indicates, is the fore- 
most reason given why men choose 


STREAMERS @ DISPLAYS @ FOLDERS 


- MRE, 2», x0%8 


ADVERTISING 
LICENSED PROCESSORS 


with DAY-GL 
CARL GORR PRINTING CO. 


ASK FOR SAMPLES 


that | 


to shop in a particular store. 


@ Of the items men particularly 
dislike to buy, fresh meats and 
fresh produce lead the list, with 
43% mentioning meats and 37% 
noting produce. 

These also are the two classifi- 
cations that women say their hus- 
bands most often purchase incor- 
rectly. In the study, 22% of the 
| women said their husbands are apt 
to purchase fresh meats incor- 
rectly, 21% said fresh vegetables 
in this regard and 12% said fresh 
fruits. 

Two out of three of the men said 
they frequently or occasionally de 
some cooking. In their preference 
in cooking, meats led the list with 
43%. 


8 A $100,000 cooperative program 
in education and research between 
the University of Chicago and the 
association was announced at the 
convention on Monday. The pro- 
gram calls for action in five dif- 


READY NOW... Salesman on route . write or wire 
WANDS SHIRT CONIC, enon 3200 see ew Yort MY 


OVERPRINT— Wings Shirt Co., New York, 

through Zlowe Co., introduced its fall line 

this woy in the Daily News Record. The 

Wings messsage wos superimposed on o 

page of Record editorial matter which 
had appecred earlier. 


order to follow the official text 
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OFFSET LETTERPRESS PRINTERS SINCE Foie ¢ 


ferent areas: 
1. Basic research by the univer- 


of all present regulations and their 
amendments which directly affect 


sity on problems related to food the operations of their businesses, 
store management. must read more than 110,000 
2. Three-day courses on selected | words. 


industry problems conducted at “Reading this vast amount of 
the university once a year. |material,” he said, “let alone un- | 
3. Three-day workshops for as-!derstanding it, is impossible for 
sociation secretaries held period-| grocers who must spend every 
ically at the university. ‘available minute performing their 
4. The organization of seminars regular duties in their stores.” 
on the problems of food store op- 
erations in the graduate program g Discussing trade regulation 
of the university's school of busi- jaws in the light of recent Supreme 
ness. Court rulings, Mr. Taylor said he 
5. Assistance by the university| did not believe that fair trade 
in the development and evaluation jaws can survive over the long 
of films and publications for the |run except in a very limited way, 


association. if dealers in fair traded merchan- 


dise are left free to decide whether 
s Tyre Taylor, general counsel for | they will or will not subject them- 
NARGUS, told the convention that! selves to the law. 
the federal administration’s re- NARGUS President Gerald 
quests for additional authority in|Klomp reported that 56% of the| 
the price and wage control pro-| nation’s indepeadent retail grocers | 
gram “add up to a total not far| are planning store remodeling and 
short of the powers customarily | 69% are planning to purchase new 
exercised by a police state.” equipment this year, despite the | 
After citing numerous amend- fact that they are at present ham- 
ments to the proposed controls, pered by government regulations, | 
Mr. Taylor asserted that, “under price controls and allocations. 
them, the government could de-| According to an association sur- 
stroy any business in this coun- | yey, 63% of the grocers who plan | 
try through prosecution, persecu-|to remodel in 1951 remodeled their | 
tion and continual harrassment.” |present stores within the past 
He pointed out that grocers, in three years and will spend an av- 
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jerage of $2,000 per store to keep. 
| ahead in 1951, he said. | 
e Also at Navy Pier here this 
week was the first NARGUS- 
sponsored International Food and_ 
Fixtures Exposition. The exposi- 
tion featured the newest industry 
ideas, plus the latest in food store 
‘products, fixtures, machines and 
methods. 

Highlight of the show was the 
display of two self-service stores, 
| completely reproduced to the ex- 
jtent of equipment, fixtures and 
merchandise, and designed to pre- 
sent to the exposition’s 14,000 
visitors typical merchandising 
techniques of the modern retail 
grocer. | 


NBC Names Sarnoff 


Robert W. Sarnoff, director of 
television unit productions, has 

nm appointed vice-president of 
National Broadcasting Co.. New 
York. He is responsible for such 
NBC packages as the “Colgate 
Comedy Hour,” “Four Star Re- 
vue” (Pet Milk Co.), “Saturday 
Night Revue” (co-op), and the 
Sty “Kate Smith Show” (co-op). 


ACP Elects Earl Keyes 


Earl Keyes of Western Builder 
was elected president of Associ- 
ated Construction Publications, at 
the group's annual convention in 
Chicago recently. Other officers 
elected are: Stuart Reed, Texas 
Contractor, vice-president, and 
|Gordon Anderson, Construction 


| Bulletin, secretary-treasurer. ! 


John HayesElected | 
President of WTOP 


Wasuincton, June 13—John 5S.) 
Hayes has been elected president 
of WTOP Inc., which operates 
WTOP, WTOP-TV and WTOP- 
FM. The station is jointly owned 
by the Washington Post (55%) 
and by CBS (45%). 

Mr. Hayes had been vice-presi- 
dent and general manager of the 
station. He succeeds Philip L. 
Graham, president and publisher 
of the Washington Post, who be- 
comes chairman of the board of 
WTOP Inc. 

George P. Hartford has been 
named vice-president in charge of 
sales, and Clyde M. Hunt has been 
appointed vice-president in charge 
of engineering and operations. 


Koppers Co. Names Baker 

The tar products division of 
Koppers Co. has appointed Lynn 
Baker Inc., New York, to handle} 


advertising for its entire line of 
moth preventives. 


‘Flow’ Names Willoughby 
Lloyd Willoughby, formerly 
vice-president of Conover-Mast 
Publications, has been named mid- 
western representative of Flow. 


NORTHWEST publication covers 
Minnesota, Wisconsin, North ond 


South Dokete 
IOWA publicotion covers lowe. 
Z 1013 Fourth Ave. Se., Minneapolis 4, Minn. 


WHEN 


YOU 


KNOW HOW! 


SHREVEPORT HOOPERS 


March, 


MONDAY THRU FRIDAY—8:00 A.M. to 12:00 NOON 


Here's double-barreled proof that KWKH is the out- 


standing radio value in the rich tri-State market around 


Shreveport. 


Hoopers show that KWKH completely dominates the 
Shreveport audience. On Weekday Mornings, for ex- 


ample, KWKH gets a 146% 


greater Share of Audience 


than the next station .. . actually gets more listeners 
than all other stations combined! 


89.0% of KWKH’s listeners, however, live outside of 
Shreveport. BMB Study No. 2 credits KWKH with a 
Daytime Audience of 303,230 families in 87 Louisiana, 
Arkansas and Texas counties. Proof that this is a loyal 
audience is the fact that 227,701 of these families 
are ‘average daily listeners’’ to KWKH! 


Write direct or ask The Branham Company for the 


whole KWKH story. 


KW KH 


50,000 Watts e CBS 


SHREVEPORT LOUISIANA 


~ 


; 
; 


The Branham Company, Representatives 


Henry Clay, General Manager 
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...if yearly income after taxes increases 


$60,000,000,000 


...if annual sales of iron and steel products 


increase $12,100,000,000 


WHAT must your company do to keep pace??? 


ve 


Those aren't really “ifs” at all... they are 
realistic estimates based on the consolidated 
opinions of executives, bankers and economists 
both in industry and government. 


th eee 
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; ...if yearly spending for capital equipment You — be sure, war or no war, the wane Sen 
{ increases by $5,700,000,000 years will see a growth and expansion of our 
economy comparable to the tremendous gains 


made from 1940 to 1950. To assure your com- e 
pany a dominant position in the expanded Je 
markets of the next ten years requires sales 
planning now... and advertising nov. 


Advertising is not a faucet which can be turned 
on or off as orders are needed. It is a capital 
investment which shows results and pays divi- 
dends on a long term basis. 


...if annual machinery sales increase by 


$7,900,000,000 


me PENTON Seta 


PENTON BUILDING * CLEVELAND 13, OHIO 
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